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..the inside facts...all 
about the new Boss Oil-Air 
Stove...all about the bigger 
Boss profits for you. Com- 


ing soon. Watch and wait! 





Makers of the famous Boss Oven 
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This Greenfield display 
rack is built of angle- 
iron, with supporting 
brackets spot welded to 
the frame. The heavy 
metal sign at top is color- 
ful and attractive. De- 
signed to carry the most 
popular size “Little 
Giant” Screw Plates. 
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You know that good dis- Screwbuying and selling of “Little Giant” 


play is half the battle in Plates a lot simpler. 
making those extra sales to 
customers who drop in for This is just one of many practical ways 
other things. in which Greenfield co-operates with 
dealers to make small-tool selling caster 
This ingenious Screw Plate Display Rack and more profitable. 
was devised by us as the result of wide 
contact with dealers’ selling, floor space, 
and display problems. It is compact... 
sturdy, and attention-getting. | Makes 





If you haven’t this display rack working 
for you now . . . ask us to tell you how 
it may be secured without cost. 





Canadian Plant: 
Greenfield Tap & Die 
Corp. of Canada, Ltd., 

Galt, Ontario. 


New York: 
15 Warren St. 





Chicago: 

611 W.Washington Blvd. 
Detroit: 

228 Congress Street, W. GREENFIELD. eens 





H. A. Sept. 12, 1929 


S. A. Entered as second 


IRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. 
(Printed in U. 8S. A.) $3.00 per year. Single copies 





HARDWARE AGE, published weekly by the 
class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. 
25c. each. Vol. 124, No. 11. 
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Two Brand New Tools for 
Enlarging Holes in Metal Boxes 


Hardware and electrical supply dealers now have another profitable item to sell— 
the new Greenlee Knockout Tools. These tools are absolutely new in principle and they 
save the electrician who is enlarging holes in conduit boxes from several minutes to over 
an hour on each hole cut, because they do the job in less than 112 minutes. 


Not only do they increase the efficiency of the electrician by saving time, but they 
do the job in a clean, smooth way. No filing of the steel is necessary after the hole is 
enlarged, because the punch or cutter leaves an enlargement that is very clean cut. 


Operation of the Greenlee No. 735 Knockout Punch and the No. 740 Knockout 
Cutter is very simple. That is one of the big reasons for the popularity of these tools. 
They can be put in the most-inaccessible places with the assurance that the hole will be 
enlarged in practically no time at all. All drilling, reaming and filing is eliminated and 
in addition holes can be enlarged in control cabinets without switching off the current, 
something that is impossible with a drill or reamer. 





These tools are not limited to conduit boxes. They can be used in many kinds of 
work doing various enlarging jobs. Garages use them to cut holes for installing clocks, 
cigar lighters; gauges, heaters, etc., on automobiles. Industrial plants cut conduit holes 
in control boxes installed on machines and in switch cabinets for additional inlets or out- 
lets. Emergency washers, gaskets and insulation discs can be cut in bakelite, hard rubber, 
metal or almost any hard material. In fact holes can be enlarged very handily to vari- 
ous sizes ranging from 7% to 3% inches. The punch will easily cut up to 12 gauge and the 
cutter up to % inch in thickness. 

These tools will bring electricians into your store because every electrical man who has used them 
so far claims they are the greatest time savers yet developed. Why not cash in on these profitable 


items yourself? If you sell one electrician in: town, all the rest will be after you to get them the punch 
and cutter once they have seen them in action. 


Write today for literature to distribute to the electrical trade in your community. 





THE KNOCKOUT 
CUTTER 





THE KNOCKOUT 
PUNCH 


GREENLEE TOOL CO. 
ROCKFORD, ILL. 


District Sales Offices 


San Francisco: Sheldon Bldg. 
Los Angeles: 1302 Washington Bldg. 
Seattle: L. C. Smith Bldg. 


New York: 15 Warren St. 
Boston: 34-38 Binford St. 
Philadelphia: 2401 Chestnut St. 


Nashville: 604 Cotton States Bldg. 
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Tested and approved by Good Housekeeping In- 
stitute and Priscilla Proving Plant. 
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ountains of ashes 
must be handled soon! ‘ 


“- <a s it ae 





All over the land, people are 
preparing for winter. Soon 
there will be mountains of 
ashes for collection. Already 
the call for cans— WITT 
CANS—is loud and clear. 
If it has not yet reached 
your territory, be ready to 
answer it soon! Have your 
stock of WITT Cans 
checked today. 


There are better profits in 
the sale of Better Cans. For 
more than a quarter century 
the name WITT has been 
recognized as the mark of 
can superiority. 


THE WITT CORNICE CO. 
Can Specialists Since 1899 
Cincinnati, Ohio 


2122 Winchell Ave. 
























< -oRR 


sais Cra 


“eS 


S eas 





HARDWARE AGE for SEPTEMBER I2, 1929 








No. 
38 
Disston 
Finishing 
Trowel 
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DISSTON PLASTERERS’ TROWELS 
BELONG IN YOUR STOCK 


Plasterers are using Disston 
Trowels in greater numbers 
month after month. 

Plasterers buy Disston Trowels 
because Disston gives them qual- 
ities that they can’t get in any 
other trowels: Disston Steel and 
Disston Temper, which give life 
and spring to the blade; Disston 
accuracy in grinding; and the 
balance that only Disston puts 
into plasterers’ trowels. 

The largest selling Disston 
plasterers’ trowel is the No. 38 
Finishing Trowel, illustrated 
above. It is extra thin (24 gauge) 
with an extra long mounting, fas- 





No. 28 Plasterers’ Trowel 








tened with ten rivets, and with 
a handle specially shaped and 
formed to fit the hand. Like all 
Disston Plasterers’ Trowels, it is 
made with blades 10, 10%, 11, 
1114 and 12 inches long. 

The No. 28 Plasterers’ Trowel 
is the same as the No. 38, except 
that it has a straight handle. 

The No. 21 Plasterers’ Trowel 
is the original and genuine Cin- 
cinnati pattern trowel. It is made 
of 22 gauge Disston Steel. Mount- 
ing with five rivets. 10” and 1014” 
lengths 414” wide, and 11” and 
1114” lengths 434” wide, and 12” 
length 5” wide. 





‘No. 21 Plasterers’ Trowel 





CEMENTERS’ TROWELS 


Disston Cementers’ Trowels are 
designed especially for spreading 
cement. They are the trowels 
that the experts use. 





No. 68 Cementers’ Trowel 


Blade made of Disston Steel, 
finely finished, with right propor- 
tions, temper, and gauge. Mount- 
ing is long, strong, securely fas- 
tened. Comfortable grip and am- 
ple knuckle room. Tang, through 
handle, fastened with hexagon 
barrel nut. Mounting fastened 
with ten rivets in 11” and 12” 
lengths, twelve rivets in 14” and 
16” lengths, and fourteen rivets in 
18” length. All blades 24 gauge, 
4 inches wide. 





POINTING TROWELS 


Disston Pointing Trowels are forged 
from one piece of Disston Steel, tem- 
pered, ground and polished. They stand 
up in the hardest service. 





No. 15 Pointing Trowel 


These trowels are made in all needed 
lengths: 4, 414, 5, 514, 6 and 7 inches, 


tempered, ground and polished. 







Disston Margin 
Trowels 


Four sizes: No. 25, 4”x114”; No. 
26, 4” x2”; No. 27, 5” x 114”, and No. 
28, 5” x2”. ' 











Tile Setters’ 
Trowel 


Made 7 inches long, 4 inches wide at 
heel. 














WHY DISSTON IS 
“THE SAW MOST 
CARPENTERS USE” 
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A hardware merchandising man, 
who is not connected with Henry 
| Disston & Sons, Inc., asked 165 
carpenters why they used Disston 
Hand Saws. 


Disston Temper appealed to 
many. “The temper is right,” 
they said... . “It is better tem- 
pered and holds its edge longer.” 
... “It files well.” ... “It has a 
uniform temper.” ... “It cuts 
easier.” 


Disston Stee/, which alone is 
given the Disston temper, was 
mentioned by scores. “Disston 
Steel is better than any other,” 
they said. ... “It is easier to 
sharpen and stands harder use.” 
... “It is always uniform in 
quality.” 

Disston Hang and Balance are 
features that all carpenters like. 
“A Disston Saw hangs better,” 
said many... . “It feels better in 
the hand.” ... “It has the cor- 
rect balance.” . . . “It runs easier 
because it is balanced better.” 
... “I like its hang.” 


The Disston Reputation was 
mentioned by many: “Disston is 
the oldest and best saw maker.” 
. . . “A Disston Saw must be 
right.” . . . “Disston Saws have 
the best name.” . . . “Everybody 
knows Disston is reliable.” 


The new-model Disston Hand 
Saws are the finest hand saws that 
Disston ever made: the finest 
saws that money can buy. There 
are fifteen numbers in the new 
Disston line: eight Regular Pat- 
tern (standard width) saws, and 
seven Lightweight (ship pattern) 
saws: the most beautiful and most 
efficient hand saws ever made. 
Your jobber can supply the styles 


| that your trade prefers. 


Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use ” PHILADELPHIA, U.S. A. Canadian Factory, Toronto 
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HERE is a Philadelphia 
f Mower for every pocket- 


book. Each mower is su- 










preme in its own price range — 
as you would naturally expect 
the products of the world’s 
largest manufacturer of 
high-grade lawn 


mowers to be. 





WRITE FOR COMPLETE SPECIFICATIONS AND PRICES 
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helps sell more mowers 
SIEIRIIES “S” 


HE most radical innovation since Phila- 
T delphia developed the ‘‘side-wheeler.”’ 
Pressed steel construction. Lighter in weight 
and more durable than the ordinary mower. 





Now in its second season after a record “first 





appearance.” Moving parts mounted on radial 


Forthe “quality °° buyers 
For the thousands of professional and 


Gears and bearings enclosed in oil- and dirt- salaried working men who appreciate 


efficiency and durability in machinery. 


ball bearings which require no adjustment. 


tight case. Quieter than other mowers. Triply 
guaranteed—for materials, for workmanship, 
for one year. 


For the “price” buyers | 
STYLE “BB” will enable you to meet | e are 
competition by furnishing a quality 

mower at a popular price. 


WELL-MADE mower. An unusually low price. 





New this year. 16-inch cut. 9-inch wheel. 
5'4-inch revolving cutter, with four blades of 
high-grade tool steel. Pressed steel wheels and 
side plates. Internal gear drive; radial ball- 
bearings, which require no adjustment; sliding 
pawl ratchets; height of cut adjustable, 4 inch to 
114inch. Materialsand work manshipguaranteed. 





Philadelphia Lawn Mower Company, Inc., 4250 WISSAHICKON AVENUE, PHILADELPHIA, PA. 
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Modern styles 











“The Better the Wringer the Whiter the Wash” 


LOVELL 
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in clothes wringers as 
introduced by Lovell 


O good merchant underestimates the sales value of appearance 

—in even the most utilitarian articles. To claim that good looks 

increase the demand for clothes wringers is to say no more than the 
dealer knows to be true of similar household equipment. 





Lovell has glorified the once humble wringer, so that it now shares the 
housewife’s pride along with the modern, attractive types of kitchen 
cabinets, gas ranges, carpet sweepers, and so on. 


To begin with, these new modern Lovell Wringers are enameled a 

cheerful neutral blue-grey color that harmonizes with the modern 

home-laundry. And this enamel is alkali-proof—unaffected by laun- 

dry soap. 

Then, without at all lessening their capacity, the new wringers are 
built lower and more compactly—not only giving them a smarter 
appearance, but also increasing the strength and rigidity of the frame. 


All parts are smooth-surfaced, with the edges of both the frame and 
the metal parts nicely rounded off. The metal parts are rustproofed 
by the most approved method. 


Finally, and perhaps most important of all to the user, these new 

hand-wringers are more easily operated and more efficient, because 
they are built along the lines of the best washing-machine wringer | 
practice —a field in which Lovell has long held a leading position. 





bee emer 8 Saas 


Write us for Selling Helps, including folders for consumer distribution; 
window and store displays; newspaper cuts; etc.— 
all furnished without charge 


) : 
LOVELL MANUFACTURING COMPANY , 
ERIE, PENNA., U.S. A. | 






































© Lovell Mfg. Co., 1929 


WRINGERS 


AND WRINGER ROLLS 
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There May Be 


The Evansville 
Hammer Display 
TRAY Idea has 
Sold over 150,000 
Hammers in only 
18 Months!..... 











and there ’s a HEN this display tray was originated the hard- 
goo d reason— ware trade received it with unusual response! 


It was the first sensible suggestion any hammer 


manufacturer ever made to help retailers combat the growing competition with 


chain and catalog stores. The result has been sensational! ... Over 150,000 Evans- 
ville Hammers were sold through this _ dealer does provide merchandise of high 
display tray idea in eighteen months.... | quality, at a very attractive price. ... 


And many dealers tell us that it is the | The idea has gone over big! We are 
only practical selling suggestion ever proud of the good it has done, and we 
offered—to convince the consumer, ata are proud of the generous support it has 
glance, that the independent hardware __ received from the trade. 


Talk is cheap! We're not offering any “guesses” about how you should run your 


business. ... We know you are in business to make profit. We know you want good merchandise, 
at competitive prices, that you can feature and sell—at a profit. ... That’s the logic behind the 
Evansville Hammer Display Tray. 
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Imitations, BUT- 


CATALOG 
NO. 90 


..+A Sensible 
Money-Making 
Display Tray.. 


Compact, useful, attractive, in- 
viting—here’s a display tray that 
fits on your counter, and into 
your idea of quick turnover. The 
‘ 7 Tray and Display Back are 
EVAN SVILLE FREE. The carton is complete 
MOO WORKS, Inv —ready to go to work the minute 


it reaches your store. 





Dealers—Here’s the Proposition: 





THIS IS WHAT YOU GET YOUR COS! RETAIL VALUb 

14 Doz. 16 oz. Bell Face Crescent Nail Hammers. . @ $2.00 Net $3.00 (50c each) 
14 Doz. 16 oz. Bell Face Acme Nail Hammers... . . @ $3.00 Net, $4.50  (75c¢ each) 
4 Doz. 16 oz. Bell Face Red Tip Nail Hammers... . @ $4.00 Net $6.00 ($1.00 each) 
IN ALL 114 Doz. 16 oz. Bell Face Hammers...... $9.00 $13.50 

Display Tray Furnished FREE . .. The Crescent Hammer is painted Black, has a Polished Face and a 
Green Stained Handle—a good quality tool for 50c retail . . . The Acme Hammer is nicely ground with Black 
Painted sides, Polished Claw and Face, and Green Stained Handle—a real value to retail at 75c . . . The Red 
Tip is Standard Full Polished, with natural grain White Handle—an unusual value for $1.00... (All 16 oz. 


Bell Face Pattern Hammers, Drop Forged—not cast—each individually tempered.) 


Hammer Tray—or if you want quick action, write tous. We'll ship at once |f 
and bill through your jobber. | Al 


EVANSVILLE TOOL WORKS, Inc., Evansville, Ind. 


For Over Forty Years, Makers of Good Service Tools 


{ Any hardware jobber can supply you! Just mention the Evansville No. 90 | 
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| This little news item” 
is still earning profits for a 
hardware dealer 
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SON IN CURTIS HOME 
: A son was born to Mr. and Mrs. James 
£1 Curti Jr., of 733 park Avenue, at Winifred 
Aa | House Yé Mrs. Curtis was Miss 
5 of Mr. and Mrs. 


LU \ Hope Ellingt« 
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Fares! a small item in the Daily Star 
Y S al but this was the kind of news the 


7.2 
BOSS 


BB) dealer was looking for. He knew 
Dick Holmfolk although he had sold him only 
a few odds and ends during the past year. 
However, a new house meant new builders’ 


hardware and this was his chance to book a 


curtain fixtures—and he supplied them. And 
when they came to the kitchen—well that order 
alone was worth all the time he spent. 

By the time the Holmfolks were ready to 
move into their Cedar Avenue home they had 
formed one new buying habit. Starting with 
Good Hardware—Corbin, they had purchased 


over a hundred different items from 





good sized order. 


The new house, they told him, Good Buildings Deserve this one merchant. And the Holm- 
Good Hardware 


was to be Colonial in style. The 
Holmfolks were naturally interested 
in hardware of authentic Colonial 
design and the dealer’s Corbin 
builders’ hardware department was 
of great assistance to them. 

Several discussions with the Holm- 
folks and their architect resulted in 
an order for Good Hardware—Corbin 
that included every item of builders’ 
hardware in the new house. Was 
the dealer satisfied with this good 
sized sale? He was not! 

The Holmfolks were very much 
satisfied with his service in helping 
them select the right builders’ hard- 


ware. When it was installed they 





were enthusiastic. 

And he knew they were because 
he had made it his business to keep 
an eye on this job right up to the 
time the last piece was in place. 

His interest was well rewarded. A new 
home requires many articles sold by hardware 
dealers besides builders’ hardware. A hot water 
heater was suggested—and bought. Also an 


Electric Refrigerator. Windows required new 





folks, like most other people, conti- 
nued to buy from the man who had 
given them such good service on 
their first purchases. 

For many years to come they are 


going to be in the market for many 





of the thousands of various articles 
sold by nardware merchants. Will 
they buy their toasters from a drug 
store? Their tools from the 5 & 10? 
Their brooms and brushes from 
peddlers? Not much chance of that! 
For it is a fact that successful retail- 
ing is based on the knowledge that 
customers will continue to buy from 
the merchant who gives them the 
greatest satisfaction. 

This brings us back to Good 
Hardware—Corbin which not only 
nets a good profit on its own sales 
but also creates new sales of other 
products. And what is even more 
important, Good Hardware—Corbin makes 
satisfied customers out of ordinary buyers. 
Which is just one way of saying that no one 
has ever yet measured the total profit from 


the sale of Good Hardware—Corbin. 


P. & F.CORBIN ‘i ssnauna 
° ° 1849 ~=CONNECTICUT 


The American Hardware Corporation, Successor 


New York Chicago 





Philadelphia 
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PAPER TEST 


for MILLERS FALLS 


> pend 


Planes 


ERE’S a test which will actually prove to an experienced plane 
user that Millers Falls Planes will not chatter and slip — even 

















on hard, knotty or cross-grained lumber. 


Chattering—the common cause of plane dissatisfaction—is caused by 
the insecure clamping of the cutter against the seat. Smoother cut- 
ting depends on the uniform pressure with which the cutter is 
clamped against the frog for the full length of the seat. 


Show your customers this convincing test on a Millers Falls plane. 
First remove the top lever cap and cutter. Then place a thin piece 


ot paper on the frog just above the 
side of the plane so that the paper 























Remove the top lever cap and 
. the cutter 









MILLERS FALLS 
TOOLS 





NEW YORK: 28 Warren Street 
CHICAGO: 9 So. Clinton Street 


CABLE ADDRESS: 
MILLERFALL NEW YORK 


6 ORS Be ae 














extends out over the side. Replace 
the cutter and lever cap. You will 
find that the paper is securely held 
between the cutter and the seat — 
thus proving that there is no chance 
for the cutter to vibrate or for the 




















) ~ Place a thin piece of paper on 
“+ the frog just above the side ot 
the plane so that the paper extends 
out over the side. 


+> Replace the cutter and the 
) lever cap 


PA2.4.5 
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plane to jump up and down and leave uneven sur- 
faces on the wood. 


The reason for this is easily understood upon ex- 
amining the Millers Falls lever cap. The 3-point bear- 
ing of the cap, an exclusive Millers Falls feature, 
exerts a uniform pressure on the cutter the full 
length of the seat. 


And..in showing Millers Falls Planes 


don’t forget the other selling points 


Improved Cutting Edges on 
the Millers Falls Planes, the 
result of improved electri- 
cal tempering, mean less 
grinding and sharpening. 


Extra Reinforcements of the 
weaker parts of the frogs 





Mtteens FALLS, 


and bottoms prevent warping and other damage. 


Breakage Insurance is in force on Millers Falls Planes 
because of the unusual thickness and strength of the 
lever cap—the point where breakage usually occurs 


A Complete Line— Millers Falls Planes for every need, 
There are bench planes in sizes from 7 to 24 inches, 
smooth and corrugated bottoms, and 21 models 
of block planes. 


Have you got the Millers Falls new Hand Tool cata- 
log on hand to show your 
customers? The new line 
of planes, as well as the 
balance of the twelve 
major tool lines, are ade- 
quately and completely 
described. 





7 me fi ua . 
Massachusetts 
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American Ready-Lite 
Lamps and Lanterns 


NO GENERATING. Instant lighting by 
means of a new carburizing device provided 
with automatic regulating and cleaning 
valve, insuring perfect lighting always. 


AUTOMATIC CLEANER. The 
straight, long life Ready-Lite generator, al- 
ready famous for its long time service, 
further improved by the addition of an auto- 
matic cleaner which clears the gas orifice 
while the lamp is burning. 


BUILT-IN PUMP and hand operated filler 
plug on all models. 


NEW FINISH. American Ready-Lites are 
finished in beautiful hard and durable lac- 
quer colors. Three styles of finish with 
white or decorated shades. Lantern fount 
is blue lacquer to match the blue vitreous 
enamel top. 


NEW SALES APPEAL. These new de- 
velopments in American Ready-Lites mean 
new convenience, new safety, new satis- 
faction, new sales appeal, new profits. 
Write for full details and name of nearest 
wholesale distributor. 


American Gas Machine Company, Inc. 
MAIN OFFICE AND FACTORIES . ALBERT LEA, MINN. 
EASTERN BRANCH 78 Reade St., NEW YORK, N. Y. 
WESTERN BRANCH 4242 Hollis St., OAKLAND, CAL, 
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CONFIDENCE 
its chance 


VERY business success is built on con- 

fidence. Your old customers buy from 

you again and again because they have 
faith in you. You sell them satisfaction. 


But how do you win the confidence of 
your prospective customers? How do you 
tell them that you deal in satisfaction ? 


Thousands of retailers are using the poster 
shown in the display above because it 
advertises satisfaction. People know that 
anything advertised in Good Housekeep- 
ing is safe to buy. Every advertisement is 


“le ested APProved 







‘SEMAL RO. 


|Good Honeekeeping 
X%o,, © e Institute wy 
HOUSEKEEPING Mncl A 


GOOD 


HOUSEKEEPING 


Everywoman’s Magazine 


57TH STREET AT EIGHTH AVENUE NEW YORK CITY | Specify numbers of windows 








« coOD. HOU Si) hl 1 BIN’ 





caution, all household devices 
and appliances are tested by Good House- 


keeping Institute for quality and performance of claims. 


Give confidence in Good Housekeeping its chance to win 
customers for you. Undoubtedly you carry many items 
advertised in and guaranteed by Good Housekeeping. 
It is an easy matter to feature them with the posters in 


color we will gladly send you. 


Learn for yourself what added sales value there is behind 
products you can offer with the assurance of satisfaction 
that goes with the Seal of Approval of Good House- 
keeping Institute and the protection of Good House- 
keeping’s advertising guaranty. Return the coupon below. 


GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New York City ya 9.29 


Please send list of currently advertised guaranteed 
| merchandise and free window poster. 


Name of Store ..................-.---0--0-+--- 
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CARBQRUNDUM Announces 


REG. U. S. PAT. OFF. 







TWO 
HOUSEHOLD 
ELECTRIC HEATERS 


equipped with 






The Banner Heater 


EQUIPPED WITH 
GLoBAR BRAND Non-METALLIC 
HEATING ELEMENT 


S- 






vU- 
Reo" 


NON-METALLIC 
HEATING ELEMENTS 


Improved Type Reflector 
1000 watts, 110 volts 
Complete with plug and cord. 


HIS element is 

one of the real 
improvements in 
electric heating. 

It is a solid rod composed mostly of Carborundum 
Brand Silicon Carbide. 

It cannot short circuit—no wires to burn out—no 
refractory mounting. 

Requires no servicing—replaced as easily as a snap- 
in fuse. The Globar Brand Element is simply slipped 
in between metal spring terminals. 

It gives a greater radiation of a cheer- 
ful, glowing warmth—guaranteed for 
a thousand hours of more effective 









heating. 
Other Manufacturers of Globar Equipped Heaters Include: 
Adams Bros. Manufacturing Co. Electric Heating C orporation 
Pittsburgh, : Pa. Los Angeles, 
The Adams Company Wm. A Saas on C ompany 
ibuque, lowa rooklyn, N. Y. ° 
Century Stove & Manufacturing Co. Mooffat’s Li imited The Favorite Heater 
Johnstown, Pa. Weston, Ontario 
nana ti gy Ao paaa ~~ LtLa EQuIPPED WITH GLOBAR BRAND Non-METALLIC HEATING ELEMENT 
mee Limited Peerless Soon Heater adjustable to various angles—660 watts, 110 volts; 
Crescent Appliance Corp. Superior Electric Limited Complete with plug and cord. 
Gloucester City, N. J. Pembroke, Ontario 
Electric Firepla en Co. F. W. Shepler Stove C 
wei . Pittsburgh, Pa. Send for Descriptive Illustrated Circular 


THE C ARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


REG. U. S. PAT. OFF. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 
SaLes OFFICES AND WaREHOUSES IN New York . Chicago . Boston . Philadelphia . Cleveland . Detroit . Cincinnati . Pittsburgh . Milwaukee . Grand Rapids 
The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusseldorf, Germany 


(Carborundum is the registered trade mark of The Carborundum Company for its products. Globar is the registered trade name given to non-metallie 
electrical heating and resistance materials, and to other products of Globar Corporation, and is its exclusive property). 
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> ihe Profit- 
. Making Saws — 
and - Tools — 


E Wiese some 
famous. patterns _ of . 
SILVER: STEEL Crosscut 
Saws, Hand Saws, Cireular 
' Saws, Coping Saws, Hack 
Saws, Trowels and Files. 


‘They Are~ 
“the Best Value 
for Your Money 


We are in position to 
supply you with “A Perfect 
Saw for Every Purpose,” 
including ~ small - Circular 
Rip -and. Cutoff. Saws for 
electrically driven and. 
bench machines. These 
saws will prove a new 
source of profit to the 


=. + 


dealer. , 














E. a ATKINS & COMPANY 


Est. 1857—-The SILVER STEEL Saw People 
Branches in all principal cities throughout the world 


Home Office and Factory, Indianapolis, Ind., U.S.A. 


———— 








4 
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Perfection dealers 


reversing their selling 


Most remarkable sales records in 
oil stove history being made by 
delivering stoves .. then selling them 


GREAT MANY DEALERS this year are carrying to their banks the biggest 


~+ & amounts of money they have ever made on oil stoves. Most of these are 
Perfection dealers. Ask any one of them the reason for his new success, and 


he will tell you, in substance: 






=< 


“I take a tip from my competitors, and then go them one better. 


“Suppose, for instance, I have a prospective stove buyer out here 
in the country. I know that she’s going to receive a lot of catalogs 
which enable her to buy without leaving home. I know that if she 
does come to town, the automobile and other luxury dealers are 
going to offer her all kinds of easy terms to get her to buy their 
wares. So, to get my share of her business, I use both methods. I 
make it easy for her to buy from me. And I enable her to buy at home. 


“Instead of sending her a catalog, I load a Perfection range on my 
truck and take it out to show her. That beats any catalog. I deliver 


my stove, then sell it. 


“When my prospect sees how the new Perfection range dresses up 
her kitchen, she wants to keep it there. I usually suggest that she 
stir up a cake to bake in the oven while I’m showing her 
the stove. By the time the cake is done, she wants that 
stove. If there is a question of financing it I offer her easy 
terms. If she already has an oil stove I take it in trade. 


“Another thing: I make the bad weather work for me. 


When it is too cold or rainy for people to go shopping, 
I can count on finding them at home. I take a lot of 


Under Perfe prot ’s new plan, you Perfections to people’s kitchens ‘through rain or snow. 
make the bad weather work for you. And they usually stay there.” 


PERFECTION | 
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outwit competition by 





eit 























This sales method would work more or less successfully with any worthy 
product, of course. But dealers have found that Perfection ranges are ideally 
suited to it. Because their appearance . . their performance . . their repu- 
tation . . make them sell more easily than other stoves. And henene they 
pay the dealer six times the usual profit for his effort. 


—_ 


In merchandising Perfections direct to homes, we have found that best 
results are obtained by working along certain definite lines. We have a 
carefully built and tested plan for selling Perfections and other house- 
hold equipment. When our salesman reaches you, ask him to tell you 
about it. It is this plan which has enabled Perfection dealers to in- 
crease their sales beyond all expectation. And there is no reason why 
it shouldn’t do the same for you. 


PERFECTION STOVE COMPANY .« Cleveland, Ohio 


and Puritan Oil S 





Good selling months, 
under Perfection’s 
new plan. 


toves 
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HEY’RE here! Six 

new, Crescent Tool 

salesmen — ready to put 

action, color and interest 

in your window, counter 

and store displays. Six 

characters in bright colors 

represent an aviator, a 

farmer, a lineman, a 

housewife, a chauffeur 
_— , and your average custom- ; 

er. In size and make-up 

these cut-outs are dupli- 
cates of the famous Cres- | 
cent little mechanic char- | 
| acter. They are equipped | 
with a special easel back | 
for supporting a tool as 
illustrated. Get a supply 
now and cash in on an 
attractive Crescent win- 
dow display. They are 
supplied without cost. 





NEW 
SALESMEN 



































CRESCENT TOOL CO, 
Jamestown, 


N. Y. 
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pa Toot! “COMPANY 


“TRE world’s largest makers oe: small tools” 
CLEVELAN D, Orig: 







a basic thought sebtaabiil to manu- 
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tes tools produced at a price, a 
es by wholesaler and retailer will result. 
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A 
Cap Screw 
that Flies 

with 
the Wind 






















WE grew up With the automo- 
bile. Step by step we marched 
with its progress. Into our products went 
the latest and best methods, materials, 
machinery with the result that through- 
out all industry there is a deep and 
abiding confidence in Foster products. 


Thus we gathered a momentum in new 
methods and machinery, in products, in 
mental alertness that enabled us prompt- 
ly to march in step with the airplane. 


Always a good product, Foster Superten- 
sil cap screws are an ever-changing prod- 


i ih \\\ 
Hi 
y 
i} 
tT} 





\\ ’ . 
\\\\ pag 
\\ i ' uct; restless, contemptuous of now, 
\\m XN grasping eagerly for tomorrow, becoming 
HUAN (HL UT 2 ° 
a, ae a ever better. A cap screw that flies with 
i the wind. 
The Foster Bolt & Nut Mfg. Go. 
CLEVELAND CHICAGO 
F ig Union Ave. and East 6249 to 6265 West 
seaasiis 72nd St. 65th St. 
Telephone Telephone 
BRoadway 0840 HEmlock 4484 










BOLTS*> NUTS 
® CAPSCREWS 


in Big Business. 
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The Shear that is Kevolutionizing 


LRM IIIS 





Now offers you. the Heaviest 


i... REAL NEWS for you! No other grass shear has ever 
had the advertising support that the GOODWIN Ball-Bearing 
has this season. The GOODWIN message goes into 8% million 
homes a month, to over 30,000,000 readers, through the big 
national magazines shown below. 


Because they make a hard job easy, GOODWIN Ball-Bearing 
Grass Shears are filling a long-felt need. Their easy up-and-down 
operation has revolutionized lawn trimming. Now edge grass can 
be trimmed comfortably ... without wrist tire or finger ache.... 
without barking the knuckles when clipping closely around walls, 
trees, walks, etc. 


Moreover, aquick, easy tension-adjustment makes the GOODWIN 
blades adaptable to all cutting conditions—they will not spread 
and slip over tough grass. Cutlery edged blades of special KNIFE- 
BLADE STEEL, heat-treated and rust-resisting, assure sharpness 
and durability. Bright orange handles—easy to find in the grass. 
Absolutely guaranteed. 


Order from your jobber and let this powerful national advertis- 
ing work for YOU. Or write us for sample at dealer’s price—privi- 
lege of return and refund. 


WHEELER METAL PRODUCTS CORPORATION 
East Cleveland, Ohio 


And for Smaller Hands —the GOODWIN Junior 





A dvertising 





30,000,000 Readers— 


for our advertisements in these 6 
national magazines: Saturday Evening 
Post, Collier’s, American, House & 
Garden, American Home, Better 
Homes and Gardens. 
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‘Takes Wings 





Half a century before the birth of the 
airplane industry at Kitty Hawk, experience 
was preparing Whitman & Barnes to be- 
come tool makers for the aviation industry. 


Today, this company is providing builders 
of airplane motors with drills and reamers 


that enable them to speed up production 
without sacrifice of accuracy and fineness 


of manufacture. 


After 78 years devoted to making cutting 
tools, Whitman & Barnes are geared 
to modern tempo—stepping stride for 
stride with the fastest-moving industry 
in the world. 


WHITMAN & BARNES 


DETROIT, MICH. 


Canadian factory : Canadian - Detroit Twist Drill Company, Ltd., Walkerville, Ont. 
TOOL MAKERS FOR 78 YEARS 


We will exhibit National Metal Exhibition, Cleveland, September, 9-23 
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ket’s merchandise handles ar? 
make the business more profitable. 


Lee ‘ 
re. 












































Ye HERE never was a buyer who bought any 

kind of product who was not affected by 
quality. Whether we buy or do not buy the better 
motor car, better suit or better axe handle—we 
are affected by visible quality. 


When we originated the idea of merchandising 
the highest quality type of handles thru a more 
rigid inspection and packed them in a clean, dirt 
protected individual carton we put jobber and 
dealer in position to display visible quality. 


If you want to effect a better sale—all you have 
to do is to display the goods—hand a quality ar- 
ticle at a trifle higher price to the prospective 
buyer and at least say “Here is the hand-picked 
selection of all axe handles, the American King.” 


The idea that your customers, at least some of 
them, will not buy the very best if you merchan- 
dise instead of peddle handles is wrong—they will 
because you would. If you display visible quality 
you can make more money. 


(1) Jobbers carry these handles in stock. It 
is only necessary to stencil the original 
packages for reshipment. 


bo 


The dealer stocks his axe handles in pack- 
age form on a shelf the same as he does 
tools. He opens one each of the packages 
of hatchet and hammer handles and places 
them on the counter, where they sell them- 
selves. 
, 

No losses from dirty merchandise—25 per 
cent more retail profit. People want qual- 
ity and will pay for it. 


_~ 
Ww 
~— 


AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 


pe ermte, CC; BGMOER 5.5655 cs esc teviee 844 Rush St. 
Werte Ne, ONCE n 26s ices ceases 486 E. 22nd St. North 
INE SNe nN PIIRE Ss 5.0 6 ccawre voces cea ceers 41-49 Lincoln Ave. 
Lag A 1103-1105 Noble St. 
I IN NIN 5.95.65 05.0 03 ob vom cee eee ee P. O. Box 1011 
Matenta: Ga; OUiee..< . 0005.26.65 707 Fourth National Bank Bldg. 
URS. GONO.s. PORUNOO Ss 05. 036se svedccseaccecs 1715 California St. 
Toronto, Ont., (Canadian Office)............ 39 Tyndall Avenue 


——— 


E BRAND 36 INCH 
cond, ARKANSAS. ~ 


EACH HANDLE 
INDIVIDUALLY PACKED 


ee aoe 
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iN Get the complete story of Lamson & Sessions’ 
Re, prompt service from your own receiving room 
oN records. Note the consistent promptness 


eS and completeness of L.&S. bolt and nut 
Fe shipments, EVEN IN CARLOADS. You 


















‘sty, will find that every L. & S. order 
7 is shipped complete immedi- 
% ately. Your records will 
/. show neither delays 


% nor back orders ys 

; when you fe fl 
me ~ Asi 
Sa. specify As 
5 i 

4 Lamson oF ‘ 


a 








THE LAMSON & SESSIONS CO. © 
1971 West 85th Street a~ Cleveland, Ohio a 


CHICAGO, DETROIT, ST. LOUIS, EL PASO, ATLANTA, CHATTANOOGA, Ae 
SALT LAKE CITY, LOS ANGELES, SAN FRANCISCO, SEATTLE x 


7 Lamson & Sessions « 
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TIMKEN Ro.ier BEARINGS STAINLESS STEEL Piston Rop 
—on pinion shaft, decrease —eliminates stuffing box packing 
friction losses. trouble. 

HeEticat Cut GEARS SuCTION AND DISCHARGE 
—for quiet, efficient operation. QpeENINGS—in end of cylinder 

_ Accessiste Suction VALVES to permit piping from either side. 


AUTOMATIC LUBRICATION ATTRACTIVELY PRICED 


Write for the Deming catalog which completely describes these pumps 


SIZES AND CAPACITIES i 
| CYLINDER SIZE __} Gallons Maximum | PIPE SIZES | 


Diameter, per Pressure Discharge, | 
Inches Pounds Inches 5 
4 


iad 100 1% 1% P 
100 
100 
100 / ¥ . ; 


The Le Fig. 1062 The Deming Fig. 2085 
“Oil-Rite” Deep Well Marvel Shallow Well 
() Co. 


Salem, 


@) itt 














OF PUMPS 
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If Profits are 


Your Hobbf 


CTION—That’s what you get when you 

stock Cal’s Colt! ACTION that appeals 

to children. Sales ACTION that will astonish 

you, and ACTION on your money—for there’s 

splendid profit in Cal’s Colt. All of which is 

proved conclusively and we’re ready for your 
orders! 


Cal’s Colt is the favorite in the Christmas 
race for popularity. Get that letter or wire 
off to us now and let us place in your hands 
the complete story of Cal’s Colt success, and 
prices of the new models! 


Children Try it—Parents buy it! That’s Action! 


A ride on Cal’s Colt is a thrill they can’t resist. Just 
put Cal’s Colt where a child can hop on, and he won’t 
get off ’til he owns it! That’s the history of Cal’s 
Colt! No wonder it is so widely imitated. 


Cal’s Colt is perfectly safe. It cannot tip over, and 
aside from its entertainment, its action affords a health- 
ful exercise that is very beneficial to a child. Parents 
are quick to realize this and become equally enthu- 
siastic over this fascinating toy. 


Cal’s Colt is made in two sizes—50 to 100 pound 
capacities. Extra spring leaves for both sizes are avail- 
able to, increase the capacity of each size an additional 
25 pounds. This takes care of the increasing weight 
of the growing child. Springs are of the finest chrome 
vanadium steel as used in the best automobiles. 


‘The new improved Cal’s Colt models are attractively 
finished in 3 colors and have many features of superior- 
ity over previous models. Write or wire for complete 
information and prices. 


MERRILL HANDLE CO., MERRILL, WIS. 


Distributors and Sole Licensed Manufacturers Under Patent No. 1668190—May 1, 1928 


CALS 


CoLT 


SHE HEALTHY HOBBY FOR HAPPY Boys AND Gigs 





Hop on Cal’s Colt 
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the Boy Seoutnef Amarin 


Parck 6 Cents 
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“CHICAGO” 
Leads All Skate: Petia 2 ‘every week: > And | we have. ten to,t Fie D tions, sh é TEST 
pips in bee a Magazine, Elks, - Hygéia, ‘John ee Book, Nat ional Ge S Oh Sey Made June, 1929 
” Proves T ie 


1s@@Dey : eg ile 7 gi 7 
INTERNATIONAL... : ifiging Cainpaiign - ——--~-- -EXTREME 
ROLLER RACE 3 “on. te Most Successful Quality: Roller Skates 10 hel : oe Ch DURABILITY 

BS ha) ‘aloo t Fiera of CHICAGO 


ser: oo ay 
Rubber Tire Skates 


Madison Square Garde 
New York ‘ Rae . og i ‘. f 
“CHICAGO” Skate won Ist, : , es - i a 
2nd, and 3rd Places. E e . ; 1 % acing a ge we This test was made on a rough 
Racers wore complete A : ; 4 ae : concrete walk by 3 beys weigh- 
“CHICAGO”’ units. ’ cs ing 115 pounds, skating continu- 
15 Racers had combination hes ously with individual skates. 
skates but all equipped with ‘ , “4 This was a grueling test. Here 
“‘Chicago’’ Racing Wheels. 4 % ‘ % d are the results: 

2 Racers wore another make. he - : Inexpensive competitive 

1 Racer wore a third make. 0 Y ae skate (with Steel 

The wheel is ‘‘the heart of the ue oe Wheels) : 

skate.’’ Champions know : —— ¥ es Old model 

speed and free action . on skate 

“Chicago’’ Skates. That is why : “ Wheels): Lasted 

they use and recommend them. : ‘Chicago’ Double-Tread 

The oldest skater in this contest ; ‘ in Be, e-Ware’’ Steel 

was the wog}d’s famous Harley , : Wheel Skate: Lasted.. 58 hrs. 
Davidson—57" years old. The , “Chicago’’ Rubber’ Tire 
youngest was William . Oddson, : ‘ : Wheel Skate—The first 

17 years old. Both using and only successful 
“‘Chicago’’ Units. « one. Lasted ms 
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ELELECRIC 3 RIN 


MODEL JRC TRAIN 
AC wenn = 4 











[IONEL 


“MULTIVOLT” TRANSFORMERS 











UST as LIONEL Electric Locomotives are uni- 
versally recognized as the last word in model 
electric railroad construction—so LIONEL Steam 
Type Locomotives are, by far, the most magnifi- 
cent and perfect of their type ever presented to the 
trade. This latest LIONEL triumph transcends in 
excellence of design, in beauty of construction, and 
in electrical and mechanical perfection, any model 
STEAM TYPE LOCO that has ever been made. 





ANNOUNCES 


the new 


STEAM TYPE 
olde) toea hk s= 


and 


TRAIN OUTFITS 


electrically 
driven by 
the famous LIONEL 


m3 |B > oy. Rel dol 
MOTOR 


OCOMOTIVE and Tender are 224% inches 
long. Locomotive has 8 wheels—is finished in 
beautiful black enamel with brass and nickel trim. 
Headlight on boiler front, flags, bell, lantern, rails 
and exhaust pipes are realistic details seen on real 
“Giants of the Rails”. Lionel Steam Type Locomo- 
tives are made with Hand Reverse and “Distant- 
Control” mechanism. Order a stock now and pre- 
pare to supply the demand for Lionel Steam Type 
Locomotives and outfits. Write or wire. 


SEND FOR CATALOG AND LIONEL DEALER PROPOSITION 








THE LIONEL CORPORATION . 
Lionel Western Coast Branch 15-17-19 East 26th Street Lionel Canadian -Branch 
M. Sweyd, Representative " Hurold F. Ritchie & Co., Led. 
7188 Mission St., San Francisco, Calif. New York City Toronto and Branches 
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TRADE MARK 











HE Winchester Model 12 and, in fact, all 

Winchester Shotguns and Rifles will be 
steadily and strongly advertised for you this 
fall, not alone in sporting publications, not 
alone in farm and boy’s publications, but in 
the Saturday Evening Post, Collier’s, 
American, National Geographic and other 
general magazines. The full page above, for 
instance, features the Mode 12 and other 
Winchester shotguns and appears in the 
September 7th issue of the Saturday Evening 
Post. It will be accompanied and followed 
throughout the season by equally striking adver- 
tisements in the other magazines upon our list. 


With no publicity whatever it would still be 
wise to push the world’s best known and 
largest selling line of guns. And with the 
added impetus of greatly incresed advertising, 
there can be no question that your easiest 
and biggest sales will come when you talk, 
display and push a well assorted stock of 
Winchester Guns and Ammunition. With 
every Winchester you sell, moreover, there is 
now the chance to make a profitable com- 
panion sale of Winchester Flashlights, Bat- 
teries, Cutlery and other related products. 
See list printed here. Then see your jobber. 


WINCHESTER REPEATING ARMs Co. 
’ New Haven, Conn., U. S. A. 


New York Office and Showroom: 
312 BROADWAY 


Push the Gun 
That’s Pushed for YOU 






























Made by the 
Makers of 
WINCHESTER 
Guns and 
Ammunition 
Fishing Tackle 
Flashlights 
and Bagferies 
Cleaning and 
Lubricating 
Preparations 
Cutlery—Tools 
Ice and Roller 
Skates 
Auto Radiators 
and 
Radiator Cores 
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Tshing Rods 


our new catalog giving full soecifications and prices of 
the many oristol, Kingfisher, Blue Grass and Meek Reel numbers. 
THE HORTON MANUFACTURING COMPANY 


Bristol, Connecticut 


Pacific Coast Agents: Phil. B. Bekeart Company, 717 Market Street, San Francisco, Calif 
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Kokomo 


HEC Hire) CA ire 


THE Fastest ELECTRIC FLOOR 


WILL BE THE BIGGEST ATTRACTION IN 
YOUR TOY DEPARTMENT THIS SEASON, PRICE 
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The ELECTRICAR list 
fy has been reduced to 
8.00, this cost made pos- 
sible by increasing produc- 
tion facilities. The ELEC- 
TRICAR will be more 
popular than ever! 








ee ee 





INCREASE SALES WITH 


rotate rine eer 


The KoKoMo ELECTRICAR is a modern, thrilling electric toy for the KOKOMO i 
modern child . . . a toy that will prove the sensation of your toy depart- ee 9 
ment... a toy that will not only sell itself but will vitalize and increase pee tee 


sales of your complete toy line! The list price has just been substantially 
reduced, adding still more to ELECTRICAR’S great sales ‘‘pull’’! 

Order a sample for demonstration and see how it draws the kiddies and 
the grownups! 

The ELECTRICAR is modeled and designed after the latest racing cars. 
Powered by strong electric motor. Rubber tires. Chuck full of play for 
the child. Built to withstand long hours of continuous play. Furnished 
‘complete (without transformer). Outfit contains 20 feet of flexible steel 
fence in just two pieces. Extra fence in 10 foot lengths. 

KoKoMo Structural Steel Bridges, used with ELECTRICAR outfit, 
make attractive accessories sales positive and enhance your own display. 
Set up an ELECTRICAR demonstration in your toy department as 
illustrated below and watch sales mount. KoKoMo toys stocked by lead- 
ing jobbers everywhere. If your jobber doesn’t handle them write direct 
for complete information and samples. 


EVERY BOY LIKES TO BUILD 


KoKoMo Structural Bridges 


FOR ELECTRICAR—MORE PLAY INTEREST 


The KoKomo “Little i 
Lady” No. $$ Electric a 
Stove is the newest 
low-priced range of 
high quality. Furnished 
with 3 aluminum uten- 


largest stove with oven 
on the market at 
price... $2.00. . 


your jobber or ite 
direct for information 
a sample. 





No 33 


KoKoMo “Little Lady” 
Electnc Ranges actually 
cook and bake. Aluminum 
cooking utensils included 
wnth most models. Red, Blue, 
Green, and Yellow vitreous’ 
enamel panels. Educational, 
Appeals to children. At- 
tractive discounts. Lists 
from $2.00 to $20.00. 





KoKoMo “Little 


| 
; 
“LITTLE LADY” IRONS | 


Lady” Irons that if 
actually iron are 
| 
| 
} 
| 





thoroughly prac- 
tical. Furnished 
in colored porce- i 
lain and _nickel- if 








«= 






































5% inches high. List Price $1.25, under bridge, or both. List Price $3.00. 





a lated finishes, 

My ‘ eating unit is 

S The KoKoMo Structural Steel KoKoMo large arch spanner bridge model areas guaranteed one 

ae Bridge (No. 701) illustrated (No. 702) is furnished knocked down, with No. 300 year. See your } 

ke above is furnished knocked down, bolts, nuts, screw-driver and instructions for jobber or write 
with bolts, nuts, screw-driver and es The smaller flat bridge (No. direct for prices and samples. (Lists 
complete information for assem- 701) can be built complete from this outfit. from $1.00 to $1.50). Don’t over- | 
bling. When constructed it is The large bridge is 57 inches long, 9 inches look our No. 500 Iron at $1.00 list! 
255 inches long, 9 inches wide, wide, 11 inches high. Car can run over or 


ADD DISPLAY 
ATTRACTION 
TO YOUR 
TOY 
DEPARTMENT 
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POWDERS 


THAT ARE KNOWN EVERYWHERE 


ERCO Smokeless, Hercules 

E. C., and Hercules Infallible 
are favorably known wherever 
smokeless shotgun powders are 
mentioned. 


Each has its individual character- 
istics, its specific advantages. 


One and all—they’re good 
powders. 


HERCULES POWDER COMPANY 
(INCORPORATED) 
910 KING STREET 
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THESE EXCLUSIVE 
IVES IDEAS*WILL 
SELL TRAINS >>> 


An absolutely new and original die cast steam 
type electric O. Gauge Locomotive with a lens 
equipped headlight which throws a powerful con- 
centrated beam of light. 


Smart, colorful double purpose scenic con- 
tainers for every Ives product which make a 
beautiful counter or window display and offer a 
scenic background when the trains are in opera- 
tion. New rigid outside and inside protecting con- 
tainers assure merchandise in good condition. 


AND the Ives Nationwide Boys’ Contest—A 


chance for boys to ride, eat, sleep on transcon- 
tinental trains — to ride in locomotive 


cabs—meet railway Presidents — a real HE ADLIGHT 








original and unique sales producing mer- 
chandising idea—with a close dealer 
tie up. 


These are but three of the sound ideas COLORFUL 
hat will mak Trains the f Il- 
. of $s . ‘ rains the fastest se PA CKI he G 


Progressive dealers will be interested 
in the full story. Write for it today. 


THE IVES CORPORATION BOYS 


Bridgeport, Conn. 


200 Fifth Avenue, New York, N. Y. 
Tilden Sales Bldg., San Franciseo, Calif. 


fo gaa BOYS’ NATIONWIDE RAILROAD 
| WL 8 L207 ig CONTEST! 


Free trips to the Ives factory at 
Bridgeport, Connecticut, to boy win- 
ners from every part of the United 
States. 


Fifty Other Prizes! 
Close dealer tie up assures boys 
coming to your store for entry blanks. 
So new and captivating it is bound 
to create volumes of train business 
for Ives dealers. 
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Dollars Roll 


into Your Store 
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on. RICHARDSON’S “The First Best Skate— 


Hardware stores, sporting goods dealers, toy 
departments everywhere who stock Richard- 
son’s are finding real importance in roller skate 
profits. 


Richardson’s Action Roller Skates are not just 


another brand of skates—by no means! 


Such value, workmanship and satisfaction have 
never before been available. For ease in skating 
—flexibility—action — speed — wear, Richard- 
son’s stand alone. 


Adjustable to fit practically all skaters (except 
smaller children), you carry but one number 
in stock. Order a trial dozen from your jobber. 
If he does not have them in stock at present, he 
can get them. If you prefer, write direct. 


Richardson Ball Bearing Skate Co. 
Established 1884 


3318 Ravenswood Ave. Chicago, IIl. 


the Best Skate Today” 


Wherever skates are used—in the 
largest roller rinks—by speed and 
endurance champions—by the 
professional stage skaters, RICH- 
ARDSON’S are the outstanding 
product. 


Now you have the identical qual- 
ity in Richardson’s Action Roller 
Skates. 


Figures may be tiresome, but 
compare these specifications with 
any roller skate: 


There are 16 steel balls to each roller, 
round to five ten-thousandths of an 
inch. Rollers are of .093 steel, the heav- 
iest made. When fully extended, the 
footplate shows no depression with a 
220-lb. man standing cross-wise on its 
strong truss. The footplate is of .065 
steel. Even the leather strap, 3-32” 
thick, is of the best leather, with no 
holes to pull out. Fully cushioned with 
live rubber; flexible, fast, full of easy 
action that boys and girls want. 
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CHILDREN’S 
VEHICLES 


for Sturdy 
Construction 








and 


Attractive Finishes 


The Children’s Vehicle Line that covers the 
entire field in Wheel Goods. If you have not 





already placed your order for Sidway vehicles write for catalog now. 


Suey Pepi Gompany 


Washington, Penna. 
Permanent NEW YORK ; NEW YORK CHICAGO 
‘ Fifth Avenue Bldg. : American Furniture Mart 
Displays: Room 318 Strobel-Wilken Co., Inc. Space 922 
and at 200 Fifth Avenue 33-37 East 17th St. 666 Lake Shore Blvd. 
Factories: Washington, Penna. Elkhart, Ind. Toronto, Ont. 
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DORFAN SCORES ANOTHER HIT! 
See the new STEAM-TYPE 














ELECTRIC TRAIN 





With its snappy colors, fast moving piston rods, real- 
istic cars, it’s a train that gives a boy more action, more 
excitement, more value than any low-priced train ever 
gave before. 


THE DORFAN COMPANY 


Factory and General Offices: New York City Showroom: 
Newark, N. J. 200 Fifth Avenue 














Every Boy Will Want 
MAK-A-CLOCK 


No. 45 


Actual Size of Box 
1914” x 934” 




















A New, Instructive 


Fascinating 
CLOCK-BUILDING SET 


A clock that any boy can build!..And once built 
that actually keeps time faithfully!. What boy 
could resist the appeal of this instructive and en- 
tertaining construction set.. Nothing like it has 
ever been perfected in this country. Mak-A- 
Clock is practical because every part is mechani- 
cally perfected. An instruction book makes the 
building process exceedingly simple. Mak-A- 
Clock is highly salable—because it is beautifully 
finished in every detail. The assembled clock 
(illustrated in panel) shows an attractive face in 







ASSEMBLED 
CLOCK 


ONE OF THE five colors. Full color box. 
VERI 
QUALITY ITEMS Write for catalog 11A of entire line 
PITTSBURGH SUPPLY & ‘ni a Sales Office: 
PENNSYLVANIA MEG. CO. Seon S00-—<Tol Grom. S008 
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It Is NEW 
It Is DIFFERENT 
It Has No EQUAL 
It’s A SELLER 


The NORMAN Improved 
ALL STEEL WAGON 


; 
= 
<_ . 
> 
# i 
os ¥ ‘ 
P . . . - 


THE 3 IN ONE; COASTER, 











EXPRESS, DUMP WAGON *DAD’S BOY’S CHOICE” 
3 St les The 3 in 1 wt. 40 lbs. POINTS FOR COMPARISON: 
bi k One-piece Structural Steel Angle Frame—Pulling 
Cc — sr The 2 in 1 Strain on the Frame—Not the King Bolt. 
apaci oa ae , 
Round-end Front—Simplifies Steering. All Parts 
1,100 Ibs. The PLAIN Electrically Welded to Frame. Eliminates Strain. 
S ‘ 36” x 14” Made With the Precision of an Automobile 
Has Everything Other Wagons Lack 
2 1 Z © S 30” x 12” All Improvements Fully Covered by Patents 




















The Boys Will Demand It—Will You Supply the Demand? 
Write for Prices NOW 


The NORMAN MFG. CO., Inc. | SHICKSHINNY, PA. 


Distributors Investigate 






























The H. & R. “Expert” 


A new model with 10-inch barrel shooting inexpensive and easily ob- 
tainable 22 caliber ammunition. For target practice and small game, with a 
particular appeal to campers, fishermen and automobilists. 








H&R.“EXPERT” 
CALIBER 22 


Shoots .22 Short, .22 Long or .22 Long Rifle Cartridges. 10-in. Barrel 
for accurate shooting. Hinge type; automatic shell ejector. Checked 
Walnut Grip. Gold Front Sight. Blued Finish. Weight, 28 ounces. 


“The hand cannot slip on our checked Walnut Grip” 
Order through your Jobber 


Manufacturers Harrington & Richardson Arms Co., Worcester, Mass., U. S. A. 
Other members of the “Gold Front Sight Line” 
“TRAPPER MODEL”—“HUNTER MODEL”—“TARGET MODEL”—“22 SPECIAL” 
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Stock Up for Fall 


iptables Products bring 
you trade for all hunting 
goods. Display them now. 
Widely known, strongly ad- 
vertised. Hunters will come 
in for a bottle, a can, a tube, or 
all three in a Hoppe’s Gun 
Cleaning Pack. Small sales 
leading to big ones. Order 
Hoppe’s today from any lead- 
ing Jobber. 


Hoppe’s Guide 
for Gun Owners 


Get a fresh supply of this 
valuable booklet. Every 
shooter wants a copy— 
acknowledged everywhere 
to be the best ever pub- 
lished on gun cleaning. 
FREE to your customers 
and a valuable sales help 
for you. Write for some. 


Frank A. Hoppe, Inc., 2314-H N. 8th St., Philadelphia, Pa. 


9 








{| Standard necessary preparations for care of 
Guns, Fishing Reels, Golf Clubs, Wheel Goods 
and all Home Machines. 


Steady Trade Builders 


Hoppe’s Nitro Powder Solwent No. 9. Winner of more honors than all other gun 
U ms 


cleaning preparations put together. Long recommended by 


publications. Keeps all gun bores like new. 


. S. War Dept. in official 


Hoppe’s Lubricating Oil. Pure, light, high viscosity—refined especially for working 


parts of fine guns. Many other uses. 


leans, polishes, prevents rust. 


Hoppe’s Gun Grease. America’s leading compound for preventing rust in bores and 
on all exposed steel. Excellent also for rough cleaning. Neutralizes acid residues. 





Representatives: Ed. W. Simon Co., Inc., 258 Broadway, New York City; H. L. Bowlds, Mason Opera House Bldg., Los Angeles, Calif. 














F 





BIG-BANG 
Safe Celebrators 


No Matches 
No Powder 


of July. 


Birthdays 
-BIG-BANG 


BIRTHDAY is such a big 
event in a child’s life .. . 
ranking with those other great 
days of Christmas and Fourth 
Why shouldn’t the 









DEALERS 


. Here Is a Good Item 


Sportsman Seat Pad. 
Fastens to Hunting 
Coat. Pulls up on web 
slides. Buttons to 
center button. Cut 
shows pad ready to 
use. Does not show 
under’ coat. Used 
when sitting on wet 
logs, rocks, ground, 
boats, etc. Made of 
waterproof khaki, felt 
lined, weight 8 ounces. 
Price $12.00 Dozen. 


No. 
No. 
No. 
No. 
HEAVY ARTILLERY 
No. 

BOMBING PLANE 
No. 


No. 
SAFETY PISTOL 
No. 


IELD ARTILLERY 


16F, 23”, $5.50 
12F, 17”, 3.75 
8F, 11”, 2.25 
6F, 9”, 1.50 


10W, 14”, $3.00 


11P, 11”, $3.50 


NAVY GUN-BOAT 
No. 


9B, 9”, $2.00 


ARMY TANK 
5T, 8”, $1.00 


6P, 8”, $2.00 
BANGSITE 
per tube 15c. 
SPARKS PLUGS 
per card 10c. 








sturdy son who’s “just six years 
old today” (and, oh, so proud 
of it!) be permitted to celebrate 
in a manner befitting the occa- 
sion? 


He should . . . for all too 
soon birthdays lose their zest. 


BIG-BANG Safe Celebrators 
are particularly apropos as 
birthday gifts for young boys, 
because they provide a safe 
means of signalizing an occur- 
rence of so great importance. 


The Conestoga Corporation 
Main Office and Factory 
BETHLEHEM, PA., U. S. A. 
Export Department 


Office No. 605, 130 Pearl St., 
New York City 


Retails for $1.50 per 
set. Patented Apr, 26, 
1927. 





Mount Union, Penna. 


Sportsman Seat Mfg. Co., 














There’s a Mine 


of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc- 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 
thoroughly. 
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his button is the 
hunters quide 


to quaranteed 
satisfaction in 


HURTING 
CLOTHES 


If you sell guns, ammunition 
and other sports equipment— 
hunting coats are a natural 
item for you to handle. Hunters 
look to you as a guide to good 
hunting wear. 


The “DRY BACK 
or Money Back’ line 
is sold thru _ jobbers. 
You do not have to 
carry large _ stocks. 
Your jobber can give 
you quick delivery. 
DRYBAK hunting ap- 
parel is nationally ad- 
vertised, and no line is 
so unequivocally guar- 
anteed. Note guarantee 
on every button. It’s 
also your assurance of 
satisfaction. This line 
appeals to hunters for 
it is up-to-date in every 
* feature and not a high 
‘ priced line. Dealer dis- 
play material furnished. 














No Coat 
Offers as Much 
’ for $8.50 


These are the outstanding things about 
this popular. DRYBAK 87 B.P. First, it 
retails for only $8.50. You'll find no other 
coat at such price offering these features. 
You can’t get wet in a DRYBAK. It’s com- 
fortable, easy to wear and full of conveni- 
ences; easily washed, rubberized blood proof 
game pockets that will not crack in cold 
weather, gusset sleeves for ventilation, easy 
quick shooting. Special inside left pocket 
for small thermos, etc. Built with DRYBAK 
thoroughness and quality. Lasts as long as 
you hunt. 


If you handle hunting apparel or decide 
to get in line for this quick, good business— 
stock DRYBAK to get the hunter’s trade. 


Send for complete catalog, dealer’s price list and 
display material. 


THE DRYBAK CORPORATION 
93 Worth St., New York City 











Christmas 
Tree 


Holder 








Sturdy 
Compact 
Attractive 


A holder in which 
the tree is 
comfortable 


Retaik Price 41.00 








aauianen 


Here is a beautiful cast iron Christ- 
mas Tree Holder with legs that fas- 
ten securely by the same set screws 
that hold the tree solid. The bowl is 
constructed so that it will hold water. 
Each of the legs has a rubber shoe 
which prevents scratching the floor. 
When not in use the holder may be 
taken apart and packed away into 
a very small space. 

They are attractively enameled in 
red or green, stand 63/,” high with 
legs spread to reach the points of an 
18” equilateral triangle. 

Packed :—1 in a carton, 12 in a case. 


Shipping weight, 71 pounds. 


ARCADE HARDWARE 


ARCADE MANUFACTURING CO 
FREEPORT, ILLINOIS 




























44 HARDWARE AGE for SEPTEMBER 12, 1929 












A big seller everywhere—the new, handy, top pocket bag, 
an exclusive and patented Nesser product giving easier ac- 
cessibility to balls, tees and other small articles—separates 
wood and iron clubs—a dandy, light, self-caddy bag. 

Our line is more complete than ever before with 50 styles 
in all the new and beautiful color combinations—at retail 
prices from $1.50 to $75.00. 


Write for 1929 catalog—Attractive prices and discounts 
NESSER & COMPANY 


Manufacturing Dizvision of Consolidated Case Corp. 
1436 W. Randolph Street Chicago, Illinois 


GUARANTEED GOLF BA 





The Blue Streak Line 


is the 
Line complete 


All the latest develop- 
ments in velocipedes, air- 
planes, autos, scooters, 
wagons, park cycles, etc. 


Send for complete 1929 
Catalog. 


THE TOLEDO 
METAL WHEEL CO. 
TOLEDO, OHIO 


Distinctive Children’s Vehicles 
since 1887 














SHOCK ABSORBERS 
Skates have shock absorbing rub 


means something. 

FOOT PLATES 
Foot plates on all SPEED KI 
Roller Skates have turned-o 


ROLLER SKATES 


Every pair of SPEED KING Roller 


ber 


cushions front and rear. That 


NG 


ver 


edges which makes for strength 


and beauty. “Why not sell 
best.’ 
KOHLER DIE & SPECIALTY COMPANY 


Box KK 


the 


DeKalb, Illinois. 








BELLS and 
BELLTOYS 


FOR HARDWARE, 
SADDLERY AND 
TOY TRADE 

Also for the manufacturers 
of Electrical Bells, Tele- 
phones, Clocks, Recorders, 
Registers, Typewriters, etc., 
etc. Special sizes made to 
order. 


THE N. N. HILL BRASS — 
COMPANY 


33 Skinner Street 
East Hampton, Conn. 











Profit in 
the Pioneer 


Line ! 
Send for the 1929 
catalog illustrating 


Line. 
Children’s 


Playground Equipment, Ba 
end oh— 


snare te, ment. 
THE GENDRON WHEEL CO. FACTORY 


Toledo, Ohio 





hundreds of fast-sellino items in the mammoth Pione 





er 


Vehicles, Home 


by 


Vehicles and Nursery Equip- 


New York Office: 7 East 17th St. 





























Octigan—the official tourna- 
ment shoes in more than 85 
cities! Conform to all re- 
quirements of National Horse- 
shoe Pitchers’ Association, 
both as to size and weight. 
“No Human Blow Can Break It.” 







OLIGAN 


Dorge and Mty.Co. 
25th St. at Lowe Ave. 
CHICAGO 








FANS— 


MILLIONS OF THEM 


' Golf fans—base ball farts—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We’re constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we’re keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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HANDS UP! 


Small hands, middle sized hands, large 
hands—all filled with coins—reaching up 
to you, buying Kenton Blank Cartridge 
pistols. 

There’s a market every day in the year 
for these realistic “guns’—have you 
given thought to the profit waiting for 
you? 

Three sizes, all safety features, nickel 
buffed or polished nickel finish. Ask 
your jobber, or write us. 


“& THE KENTON HARDWARE CO. @ 
S KENTON, OHIO & 


Ae? oh ee | 
y onl o an| Sn] G | Y | S | & 








K&Es Profit Items for 
Every Month aa 
————————_—— 





“BROWNIE” ROLLER 
SKATES 


Bridge-like truss and sturdy con- 
struction enables “BRO WNIE" 
Skates to ‘‘stand the gaff.’ 

Extra wide range of adjustment 
(6%’’ to 11’’). One size fits 


everyboily. Improved ball bear- 
ing rolls, hardened bearings and 
treads. Catalog sent on request. 


F. D. KEES MFG. CO. 
30 High Street, 
Beatrice, Nebraska 


SPECIALIZE ON “BROWNIES” es PAYS 

















Speed Up the Wheels 
of Industry 


Write to your jobber today for any 
of the merchandise advertised in 
these pages. Don’t wait for the 


jobber’s salesman. You may forget. 











AWorlds Si pion Rifle Shot ee 






e A and the Daisy Compaipe 


AJOR JOHN W. HESSION is speaking 

to millions of boys and their parents 

through Daisy advertising. Notice the 
foregoing photograph made in Major Hession’s 
home. There’s a reason why this world’s 
champion rifle shot is telling boys to practice 
target shooting—it’s because he believes target 
shooting helps boys to develop their mental 
alertness. 

This is an outstanding example of the selling 
force in the Daisy Campaign. Major Hession 
is qualified, as a member of nine U. S. Olympic 
Rifle Teams and winner of many records, to 
give this advice. And when we promote Daisy 
Air Rifles as the best for boys in their target 
practice, the authority of men like Major Hes- 
sion exerts a power that is felt by every Daisy 
dealer in better sales. 

Here is the objective of the Daisy Cam- 
paign. We back it up with a product that has 
held its leadership for forty years. Tie up with 
the Daisy Campaign—use the Daisy Boy Dis- 
play Rack—and stock up in the favorite Daisy 















models. The Daisy Campaign runs steadily— 
you can sell Daisy Air Rifles steadily. Daisy 
customers are the most desirable you can get 
—the boys of today and the sportsmen of to- 
morrow—decidedly worth cultivating. 


DAISY MANUFACTURING COMPANY } 
PLYMOUTH, MICHIGAN, U. S. A. 


Pacific Coast Branch: Southern Representatives: 


PHIL B. BEKEART CO., Mers., LOUIS WILLIAMS & COMPANY 
717 Market St., San Francisco, 511 Exchange Bldg., Nashville, 
Calif. Tenn. 


Send for the Daisy Hive Display Rack 
FREE 


We recommend the fo'lowing 
assortment for the dealer who 
wants to order a dozen Daisy 
Air Rifles, “to see how they 
will go.” The new display 
rack will be sent free with this 
assortment or to any dealer 
now carrying Daisy Air 


Rifles. 

Cost Sell for 
Three No. 11.... $4.00 $6.00 
Three No. 12.... 3.00 4.50 
Two No. 3 ..... 4.00 - 6.00 
Two No. 30..... 3.34 5.00 
Twe New Zeus. 6.66 10.00 








$21.00 $31.50 


DAISY 4!® RIFLES 
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The Shells that Get the Game 
the Shells that Get the Trade 


are 












The ammunition which experienced 
hunters have found to be most effec- 
tive will bring the greatest number 
of sportsmen into your store. The 
shells that get the game are the shells 
that get the trade! That is why West- 
ERN Super-X, Xpert and Field shells 
are the most profitable loads you can 
handle. They cover the complete 
range of shotgun shell requirements. 
A recognized leader in each type of 
shotgun ammunition. 


Wherever ammunition is used, the 
famous long-range Super-X load is 
accepted by all as the most effective 
long-range load for ducks, geese, 
turkey, hawks and crows. 


Clean Kills at Remark- 
able Distances 


Hunters who want maximum range 
to back up their aim are buying 
Super-X—the load with the Short 
Shot String. It gets the game with 
fewcripples. More pellets in the shot 
charge are effective. More pellets 
reach the bird. The shot charge holds 
together in the air in a compact mass, 
instead of stringing out. That's why 
Super-X adds 15 to 20 yards to the 
effective range of the gun. 





World’s Champion Ammunition 


Super-X Shells with Lub- 
aloy (copperized) Shot— 
For shooters who want even greater 
range than the standard Super-X pro- 
vides, WesTERN is now loading the 
Super-X shells with Lubaloy (copper- 
ized) shot. Each pellet is coated with 
tough Lubaloy metal that makes the 
shot harder. There is less deformity. 
Greater velocity. Greater killing 
power. A Super-Short Shot String. 
And the longest range of any shell on 
the market. 





Feature Western Now 
in Your Windows 


It will boost your sales of hunt- 
ing supplies, clothing and 
equipment. Get shooters into 
the habit of coming to your 
store for shells and they'll buy 
all their hunting needs of you. 











Feature Western Super-X, 
Xpert and Field Shells 


They are the easiest to sell tothe lead - 
ing sportsmen, hunters and farmers 
of your locality. The real profits are 
in big-volume sales. Western 


Super-X, Xpert and Field shells are 


the big-volume getters and the profit 
producers. And thedemand isgreater 
than ever this Fall. 

Quail and rabbit hunters are buying 
Xpert shells because of their hard- 
hitting qualities and excellent pat- 
terns—because Xpert is a quality 
load ata surprisingly low price. Qual- 
ity and low price spell volume and 
volume spells profits for you. 

The Western line is the simplified 
line. It enables you to carry adequate 
stocks with only a small investment. 


Stock Lubaloy Cartridges 
Lubaloy .22’s and Western's fa- 
mous LubaloyOpen-point Expanding, 
Boat-tail and Soft-point bullets are 
fast-selling, exclusive Western de- 
velopments .. . . Lubaloy .22's sell on 
sight. They won't rust the gun. Are 
free from grease. The Lubaloy coat- 
ing makes them shine like “Bullets of 
Gold!” They shoot as well as they 
look and sell as well as they shoot! 
Get in touch with a 
Western jobber. 
There is one near 
you. He can show 
you the way to 
bigger ammunition 
profits. 


WESTERN CARTRIDGE COMPANY, 950 HUNTER’ AVE., 


Rranch Offices: Hoboken, N. J., San Francisco, Cal. 


EAST 





ALTON, 


- SuperX - Xpert 










ILL. 
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Our first display a tremendous success— 
NOW we offer you this COMPLETE LINE 
of TRAIN DISPLAY STANDS 


One or more of these proven sales producing adapted to counter or window display. 
train display stands is certain to meet your re- Shipped complete with the track and equip- 
quirements. They are space saving, inexpen- mentin position excepting the train sets, which 
sive and display the fast selling items.You can you can supply from your stock. All stands 
demonstrate any train shown using the track include illuminated signs. As a special in- 
layout that is included with each of these dis) ducement to American Flyer dealers we have 
plays. They are real merchandisers, equally priced them below the cost of manufacture. 


























COMBINATION NARROW AND WIDE NARROW GAUGE DISPLAY STAND 
GAUGE TRAIN DISPLAY STAND Size 30” wide x 60” long x 42” high. Packed in one case. 
Size 4 fe. wide x 7 ft. 6” hone Height 47°" wimest o>. Weight when packed 84 lbs. Flashing sign included. 
sadlcd 260 the. "Miaikc Mamata gute incinded. A ee ee en ee emeanianaas 
very popular unit. Model 4170. Dealer’s price $20.00 each 
WIDE GAUGE TRAIN STAND 


Size 4 ft. 1" wide x 7 ft. 6” long. Height 4414" with- 
out globe. Height 53” with globe. This display has 
the same appearance as the Model 4168 illustrated 
above. Packed in one case. Weight when packed 
150 Ibs. Electric illuminated globe included. 
Model 4171. Dealer’s price $20.00 each 





WIDE GAUGE TRAIN TOWER WIND-UP DISPLAY STAND 


aaa al ar ° * high. all si f Size 30” wide x 50” long x 22” high. Packed in one case 
peng a gl wits = apt rnd yg Ay ang ae Bat Weight when packed 86 Ibs. The electric illuminated 
packed 310 Ibs. The flashing sign and all equipment other than reflector and the equipment, other than train sets, - 
train sets is included. Model 4167. Dealer’s price $60.00 each included. Model 4169. Dealer’s price $16.00 eac 


In addition to these stands we also offeraline | equipment and allow your customers to se- 
of Panel Display Boards designed to be either lect quickly and intelligently the models that 
hung on the wall or placed on the counter, _ interest them. There is no charge for these 
These boards display cars, tracks, signals and boards excepting the merchandise they show. 


For further information, see your jobber or write us direct 


66 
/} Sales Offices: 
Factory Office: J AE =. 200 Fifth Ave., New York City 


222 5-39 S. Halsted Street YW Transformers Electric Trains Mechanical G/ Trains a 24 California Street, 
Chicago, Illinois AMERICAN FLYER MFG. COMPANY San Francisco, California 
Mfrs. of Miniature Railway Trains, Airplanes and General Distributors of Structo Toys 
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| Quality First— 
Then Price 


' EALERS should realize the econo- 
my of selling goods from the 
“i standpoint of quality rather than price. 
' A product that is made well, then 
fairly priced, is the most economical 
+ tosell. Our Tubular and Clinch rivets 
' are made and priced in this way. 
Dealers will find it decidedly to their 
advantage to carry a full stock of all 
sizes. There is a distinct satisfaction 
in offering your trade the highest 
quality product on the market. 





Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
AA San Francisco, California. 


Otpproved | 


——— by the keenest 
buying brains in the country 





TUBULAR RIVET & STUD 
COMPANY 


BOSTON 












Ne largest Ra 
factory inthe amma 
world devoted 
lo the manu~ 
facture of 
} Jubular and 

Clinch Rivets 























yn 
are 
pNNe wen 
9 





7 ar 
aan 





raandné 
anne 


pn crore 






































HARDWARE AGE for SEPTEMBER I2, 1929 49 


fu tur b sleeve coy 
2 : 


Meuse 


| & 
| & Ps ™. 
| @ ga ‘4 
‘ 
. ay £ 














a4 
| ; 
| 


‘re 


= 


















unt L em Si 
[—=8} 
: SS] Sea 
Py | ans Y peas Z y 
ype fi: j e. iff 
4 — Soe aitaieae @ i} 





ee 


177 reasons why Stanley Planes 
are accepted as the standard 






|. JN today’s up-to-date hardware store time spent in x 
trying to put across a “just as good” article is con- } = 
sidered an unnecessary waste—an extra effort payingno 9 -}-——= 
‘dividends. ‘Give the customer what he wants” is the 
slogan of the progressive dealer. 






Take Planes for example. For over 60 years carpenters, oS 
instructors and amateurs have been asking for Stanley pices | 
Planes. When confronted with an unusual planing job =F <a, 
they have known that there was a Stanley Plane that jf /@&->—"~-K&{[_. 
would do it. 2 











To keep pace with these demands, new numbers have _ | 
been constantly added. Today you will find 177 differ- . eS 
ent Planes in the Stanley line, most of which have TS </ 
been designed to do some special job easier and better Sams. 

than it was done before. 




















This background and ready acceptance of Stanley 
eae Planes means less selling effort, less waste time for Famer 


you. Follow the easiest course—it pays. 


Have you a copy of our new Tool Catalog No. 129? 
We shall be glad to send you one. 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 








bey andes 
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COLDWELI 


Coldwell Dependable 


Lawn Mowers 



















Right: Imperial Roller Bearing. Recog- 
nized, for over 60 years, as the undisputed 
value of all hand mowers. New features. 
Advanced principles. Timken Tapered 
Roller Bearings. Cutter blades tempered in 
oil. Dependable. Trouble-free. Built to 


last. 


If you do not carry the Complete Cold- 
well Line of dependable lawn mowers, 
write now for our dealer proposition 
for 1930. It’s a winner! 


Complete details, 
prices, and litera- 
ture will be fur- 
nished on request. 


A Coldwell salesman will 
soon call at your store. 


How will you handle 
the low-price mower situation? 


I F competition urges you to carry low-priced lawn mowers, why not stock 
a few Coldwell Lawn Mowers, priced to meet conditions in the low-price 
field? Machines come in four styles. Four blades, Wheels, 8 in., 9 in., 10 
in., Ball Bearings. Lipped self-sharpening bottom knives. Machines em- 
body throughout the well-known Coldwell standards of dependability and 


ruggedness. 


=~ COLDWELL “= 


DEPENDABLE LAWN MOWERS 











COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. §. A. 
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SETTING 
THE PACE 


ECAUSE Remington Cash Registers embody so 

many valuable improvements, Remington has 
taken the leading position in the cash register in- 
dustry. Remington sets the standard by which cash 
registers are judged. 





One of the many important Remington features is 
the Printed Proof of Reset, which gives positive 
proof that the register has been set back to zero 
each day. If you buy a cash register without this 
feature, you are buying less of what a cash register 
is supposed to give you—protection. 


In the past eight years Remington has developed and produced more new cash 
register features than all other companies combined. 2 The only way to get 


all the Remington features is to buy a Remington. 
REMINGTON CASH REGISTER CO., Inc. 


Factory and General Sales Office, Ilion, N. Y. Subsidiary of REMINGTON ARMS CO., Inc. 
Manufacturers of Remington Firearms, Ammunition and Cutlery 


Remington Cash Register 
Model No. 436 








sm. Cash Registers. 
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New Yale Junior Padlocks 
Rustless Solid Cast Body, Chromium Plated Finish 





YALE |i 
JUNIOR 








These new Yale Junior Padlocks with Here are the distinctive features: 
disc-tumbler key mechanism, sheathed 


° ° 2 Pi 1. Solid one-piece cast case — no rivets or seams. 
in bright chromium finish cases, will sell 


2. Dise-tumbler key mechanism — 250 key changes. 


on sight. 
3. Hardened steel shackle, with positive locking bolt. 
Hardware jobbers have these locks in A.‘ Chromium plated finish on both case and shackle 
stock and are ready to serve you. — will not tarnish or rust. 


6 


= - Strength, due to careful alloying of metals. 
Made in three sizes, to meet numerous 


i 


locking requirements. Two hard-rolled brass metal keys, nickel plated. 


7. Each padlock packed in an individual box, six 
Feature these new padlocks er display boxes in a display carton. An attractive display for 
them prominently ... they will make ae | 
new sales records for you. SUGGESTED RETAIL PRICES Ee 


No. 713, 1% in. ; ‘. ° $1.00 each 
Yale Locks and Hardware are sold by No. 714, 1% in $1.25 each 
le . ° . ° . . . . 


Hardware Dealers. No. 715, 2 in. . «2 « o = 


THE YALE & TOWNE MFG. co., STAMFORD, CONN., U. S. A. 


“The word ‘Yale’ applied to locks and hardware products is a trade-mark of The Yale & Towne Mfg. Company warranting that the f 
goods so,marked are made by that Company. It is used alone only on goods of high quality. It is qualified in the form ‘YALE JUN- ot 
IOR’, on goods of lower grade and cheaper construction for use where high quality hardware and lock security are not essential.” 







Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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REVE ES 


HEE reason for the prefer- 
ence shown by sheet metal 
workers for Empire rivets lies 
im their uniform freedom from 
defects, their careful packing 
and the same high qual- 
ity that has always distin- 
guished any product made 
by Russell, Burdsall &jWard 
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Al ALWAYS IN STOCK 

| Ps : ma A complete line of all 
di , % 2 ; 

” & Pi. Pa ° \'idtean @ popular sizes of stan- 


dard head rivets. 


RUSSELL, BURDSAELE A WARD BOLE A NOE CO. 


ROCK FALLS, ILL. 


PORT CHESTER, N. Y. 


CORAOPOLIS, PA. 


Philadetphia Chicago Detroit San Francisco Los Angeles Seattle Portland 
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Hand 
Set 









KX 
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| HIS set of six Genuine 


Oswego Stillson wrenches is 
a money-maker for the pro- 
gressive dealer. Selling a 
Handy Set instead of a single 
wrench increases his turn- 
over, and reduces his cost of 
handling, storing and ship- 
ping. The light strong box 
is ready for parcel post ship- 
or other correspondence. ment to out of town customers, 

and makes the set easy to 
handle in the store. 






The sizes included in the 
set are 6-inch, 8-inch, 10-inch, 
14-inch, 18-inch and 24-inch. 


Send for a supply of small leaf- 
lets describing this set. They can 
be mailed to your trade in small 
envelopes with monthly statements 


Oswego Tools include wrenches, vises, pipe cutters, 
tube expanders and boiler-makers screw bar punches. 








Established 1887 OSWEGO, N.Y. Incorporated 1893 
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means to the dealer 





The customer who purchases 
Bethlehem Bolts and Nuts is pur- 
chasing merchandise that can be 
instantly identified as possessing 
high quality. 


Every Bethlehem Bolt is marked 
with an ‘“‘A”’ on the head. None 
except good bolts are 
marked in this way. The 
A”? on the head means 
several things. It means 
that Bethlehem Steel 
Company not only makes 
these bolts but wants to 





Bolts and entire willingness to 
stand back of them. 


Bethlehem Bolts appeal especially 
to thedealer who wants to make his 
store known as a good place to buy 
sound, dependable merchandise, 
and who realizes the advantage of 
offering products of def- 
initely high quality 
which the customer, in- 
stantly recognizes as such. 
BETHLEHEM 
STEEL COMPANY 
General Offices: Bethlehem, Pa. 
District Offices: New York, Boston, 


; Philadelphia, Baltimore, Washington, 
become known as their _Rethiehem Bolts Atlanta, Pittsburgh, Buffalo,Cleveland, 
° a troit, Cincinnati, Chicago, St. Louis, 
manufacturer. It indi are identified by San Fignciece,, aa Sage Seattle, 
® 9 ortland, and Honolulu. 
cates this Company’s an “A” on the Bethlehem Steel Export Corporation, 
confidence in Bethlehem __ head of each bolt. aces > yc 


ETHLEHE 


BOLTS ~NUTS 


on the head 
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The Annual Congress of 
Hardware Wholesalers Will Assemble 
at Atlantic City, October 21-24 


| HE executives, buyers, sales managers and salesmen of hardware 
jobbing houses will meet for their annual discussion of methods, 
policies, competition and other immediate bread and butter problems. 


This conference is one of two key events in the business year of the 
hardware industry. The discussions at this Convention represent a 
symposium of the present trends of merchandising practice and of 
the problems confronting the equitable and profitable production 
and distribution of hardware lines. 


The pivotal position of the jobber in the distribution chain makes 
these discussions of eminent practical interest to retailers and manu- 
facturers. They realize that it is imperative that the policies of 
wholesalers, retailers and producers should be teamed to assure the 
maximum of profit and economy in selling. 


The trade automatically looks for information regarding this con- 
vention to the Jobbers’ Number of Harpware Ace, published 
October 31. 


The outstanding importance of this Convention to the trade, the fact 
that the hardware jobber is a primary participant, and the practical 
interest of the retailer, create in this Jobbers’ Number an excep- 
tionally effective background for promotion work by hardware 
manufacturers. 

The circulation of the Jobbers’ Number will be 25,000 copies. It 
offers an opportunity to talk to the trade under the most favorable 
auspices. 

It is earnestly recommended that you arrange for a representative 
advertisement in this issue. The current card rates apply. 


HARDWARE AGE 


with which is combined 
The Hardware Dealers Magazine 


239 West 39th Street, New York City 
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The Brume Rake leads 


Fall Tool Sales 


Here is one of the fastest selling fali tool items. 
Sales show a tremendous increase each year. 


It exactly meets the needs of thousands of home 
owners who are looking for an easier and better 
way to clean up the leaves and litter on lawns. 


Strongly and substantially made wth spring 
steel teeth and selected handle, it will last for 
years. 


Popularly priced to retail at $1.00, it makes a 
fine leader for fall trade. Stock and display it 
in September, October and November — our 
national advert’sing will feature it in October. 
Dealer helps on request. Write to 


THE AMERICAN FORK & HOE CO. 


General Offices—CLEVELAND, OHIO 
Makers of Farm & Garden Tools 


for over 100 years 





RUE /EMPE, 


GARDEN 


RMR 
FARM AND 


Brume 


Rake 


Works like a_ broom. User 
stands erect and sweeps up 
leaves and litter with easy 
motion. Flat spring steel 
teeth do not spear the leaves 
and require constant cleaning. 
Light, graceful and attractive 
in appearance. A great favor- 
ite with the woman of the 
house. 





Mi TRUE TEMPEF, 7 
\_ GARDEN SET | — 





The True Temper Display stand, 
one of the most effective and 
popular merchandisers ever of- 
fered the retail merchant. Given 
free with orders for an assort- 
ment of True Temper Tools. 
Write for special offer. 





OLS 
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SALES OFFICES 


50 Church Street Fisher Building 
New York, N. Y. Detroit, Mich. 
19th and Campbell Sts. Guarantee Trust Bldg. 
Kansas City, Mo. Philadelphia, Pa. 
Perry-Payne Bidg. 205 Wacker Drive 
Cleveland, Ohio Chicago, Il. 
4116 Herschel Ave. 10 High Street 

Dallas, Texas Boston, Mass. 
Chamber of Commerce Mortgage Guarantee 
Building Building 
Cincinnati, Ohio Atlanta, Georgia 


Pacific Coast Agent 
OSGOOD & HOWELL 


tong 4 —— ae oT Washington Building 
San Los Angeles, Calif. 
Pioneer Building 
Seattle, Washington 





Over a quarter 


of a million? 


LIVER 


construction 
of the new 
CASCADE 
TUNNEL? 


Straight through the heart of the towering Cascade 
Mountains goes this great tunnel—hewn through 8 
miles of solid granite—eliminating nearly 12 miles 
of steep mountain grades, snow sheds and horseshoe 
curves—and providing direct, time-saving transporta- 
tion from the Inland Empire to the Northwest Pacific 
Coast—that is the brief record of the longest tunnel 
project ever completed on the American Continent 
—a great engineering triumph for a great transcon- 
tinental railroad. 





Good materials were one of the vitally important 
links to the succéss of this great project including 
over a quarter of million Oliver Bolts, Nuts and 
Rivets supplied by the Holley-Mason Hardware Co. 
of Spokane, Wash. 


It illustrates the confidence and general acceptance 
these Oliver products have had with the railroad 
industry for over 65 years. 


OLIVER IRON 
AND STEEL CORPORATION 
PITTSBURGH, PENNSYLVANIA 
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Safeguard your customers— 
fortify your business — increase 
your profits—sell Myers Self-Oil- 
ing Deep Well Power Pumps, the 
complete line with patented im- 
provements essential to satisfac- 
tory water service. 


Distinctive in design, compact 
and powerful, with many features 
to eliminate wear and breakage, 
to reduce operation and mainte- 
nance cost, to prolong service 
years, the record of. successful 
operation of Myers Self-Oiling 
Deep Well Power Pumps has 
spread throughout the entire 
world. And those who sell and 
install them profit accordingly. 


Regardless of the class of trade 
you serve, be it urban, suburban 
or rural, be it industrial or agri- 
cultural, this complete line of de- 
pendable deep well pumping units 
meets all requirements. As a 
dealer, a plumber or well specialty 
operator, you are interested in 
knowing all the facts 
about this remarkable a 
line. We will be glad v 
to send you catalog ‘ 
and complete informa- 
tion, or if you prefer, 
will have one of our 
representatives see 
you in the near future. 


Write or Wire. 











¢, Take Off Your-Hat—=- 
Ky To The ‘ 
MYERS > 
TOOLS -DOOR HANGERS 


- PUMPS ‘WATER SYSTEMS - 
~-T SYSTEMS -HAY 


THE F.E,MYERS & BRO.¢o. 
ASHLAND, OHIO. 

PUMPS * WATER SYSTEMS = HAY TOOLS + DOOR HANGERS 

a I A I ST Ta I I I TI I IG a I I a IO I a a A i aN 
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WHEELBARROWS 

















“Buil 
Ul t HERE is not only profit, but satisfaction, in selling the 
F Bull Frog line. For your own judgment of values is re- 


flected in the good will of your customer as he enjoys 

the benefits of the scientific design and skillful, thorough work- 

99 manship which have gone into the making of his trusty Bull 

W OY Frog barrow. The nicety of balance, easy-running qualities, and 
durability under hard usage characteristic of every Bull Frog 

model are appreciated in home and farm use as well as on the 

construction job. If you are not now handling Bull Frog barrows 

ask your jobber about this fast-selling line, or send for our new 


complete catalog covering wheelbarrows, carts and scrapers for 
every garden, farm, mill, mine, contracting and industrial use. 


THE TOLEDO WHEELBARROW COMPANY 
TOLEDO, OHIO 
Branch Office and Warehouse: CHICAGO=69 E. Wacker Drive. 





Bull Frog No. 301 


Outstanding in its popularity for 
home and general use because of its 
light weight (only 43 pounds), com- 
pact design, and easy running quali- 
ties, combined with great strength 
and snappy appearance—and an 
amazingly low price. Wood parts 
bright red; tray, wheel and legs black. 




















No. 6% Garden Barrow Bull Frog No. 42 Bull Frog No. 64 


Easily a leading value among barrows The great general-purpose barrow, A long and narrow deep-tray model 
of its type. Made of selected, season- suitable for either wet ordry materials. favored by many contractors because 
ed stock, it combines great strength Seamless, rolled-rim tray; angle-iron its ideal balance and ease of hand- 
with light weight, and its large‘‘Never legs, risers, wheel-guard loop and ling in close quarters are important 
Break’’ wheel and short axle insure cross-members; replaceable malleable time-saving factors. Equipped, like all 
easy running with lasting rigidity. iron shoes. Large, strong handles, Bull Frog barrows, with the vastly 
Bright red, with black trim. Low- shaped to fit the hand; exclusive superior ‘‘Never-Break” wheel with 


priced and/a ready seller. Bull Frog ‘‘Never-Break” wheel. grease pocket in hub. 
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IER TO THE FAMO 





A Few Months Ago 


r,rrvrayrngeggr A Newcomer 


NOW_a Recognized Leader 


BY FIST shovels, spades and scoops answer the hardware 
dealer’s need for a tough, long-lasting shovel that will outwear 
and outlast all competition .. . yet you can sell BIG FIST shovels 
at a lower price ora longer margin, as you prefer, than other shovels 
in its price class ... The BIG FIST rounds out a complete, sim- 
plified line of Wood’s Shovels for the hardware trade. Aggres- 


sive advertising is putting this line over. Ask your wholesaler. 


THE WOOD SHOVEL AND TOOL COMPANY . Pigua, Ohio 


Woods | 
Shovels -Spades -Scoops | 
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Tool users 
see a good buy in the 
Cheney NAILER 


Your customers know that every Cheney Hammer is a 
good tool and one they like to use. The NAILER is a 
good Cheney Hammer with: the added convenience of a 
wonderful nail-holding device at no extra cost. 
Seeing is believing and men have only to look at a 
Cheney NAILER to know it is the hammer they must 
have—just the handy tool they have always wanted. 

No other hammer except the Cheney is equipped with this 
remarkable nail-holder which saves men so much time 
and labor. 

Place Cheney NAILERS on your counters and watch 
your hammer ‘sales take a quick jump. Your regular 
jobber can supply you. 








PRENTISS VISE COMPANY 


106-110 LAFAYETTE ST. NEW YORK CITY | 
3275 


Cut Waitis 
Cut Costs 


Because Reading Galvanized 

Cut Nails havealmost unlimited 

endurance—because their four 

gripping surfaces hold them 
permanently tight — 
they cut down repair 
costs wherever they 
are used. 






And because they go 
straight through hard- 
wood without bending, 
they save a carpenter’s 
time and temper. It takes 
fewer Reading Cut Nails, 
too, to make a firm job. 


Explain these qualities of 
Reading Cut Nails to your 
customers. You'll find them 
ready to listen—and ready 
to come back with profit- 
able “repeat” orders, once 
they have tried these su- 
perior nails. - 


Write for the Reading 
Cut Nail Catalog today. 


READING IRON COMPANY 


Reading, Pennsylvania 


Atlanta Detroit St. Louis 
Baltimore Houston Tulsa 

Boston Los Angeles San Francisco 
Buffalo New York Fort Worth 
Chicago Pittsburgh Seattle 


Cincinnati Cleveland Philadelphia 
New Orleans 








READING 
Cut NAILS 
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Merchandisers! Get Ready for Falling Leaves 


The Alert Housefurnishings Buyer and Hardware Dealer Is Preparing for a Fall “Clean Up” on This Item 








No. WS-1 


BIG 


=! UNION 














Timely merchandise that fills a need!—priced for 
the slimmest purse! What more does the man with 
the merchandising instinct need to put “Whoopee” on 
the sale sheet? 


Union Rubbish Burners have won their fame as 
good, durable merchandise. Now the Union Safe-T 
line adds a new price punch that is putting them over 
with a jingle. The profit on WS No. 1 retailed at $1 


is as fat as you could wish. 
Heavy galvanized wire, electrically welded top and 
bottom. Also two larger sizes, and heavier types. 


They nest for economical shipping. 


Drop a line for new price 
sheet and detailed description 


Union Steel Products Co. 
Albion Mich. 


SAFE-T  isener’ 
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A Practical Towel Shelf of Real Quality 














No. 3295 


Hand towels are as necessary in a bath room 
as dish towels in a kitchen. 

You sell towel racks for the kitchen—why 
not Towel Shelves and Towe! Bars for the bath 
room? 

This Nee Towel Shelf is a favorite in many 
homes. It is well designed, very attractive and 
holds a generous supply of towels. Occupies 
little space and is quickly put up with 4 Round 
Head Brass Nickel Plated Screws. 








Dimensions: 9 inches wide by 18 inches long. 


Tube, % inch. Base, 244 inches. Rods, 4 inch. 


All 8S Towel Shelves and Towel] Bars 
are made of Solid Brass, Highly Polished and 
Heavily Nickel Plated. They never rust or 
corrode. Always salable. 


Your Jobber will supply you. Send for latest 
Catalog and Price List. 


We aso make AMERICAN RING COMPANY 0 tine com 


Furniture Trim- 


prises over 300 


mings, Upholster- Waterbury Connecticut items. New items 

er’s Nails, Eye- Branch Offices: 

lets, Grommets ——s Summer St. Pg, att _— St. are continually 
an Francisco—116 New ontgomery St. * 

and Washers. , Chicago—29 E. Madison St. being added. 
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— : 
SEPTEMBER 16th is the 


CLOSING DATE of the 
1929-1930 ANNUAL EDITION of 


HARDWARE AGE 
+44++++e(F AT AL OG +++++++ 


Last Call! 


Ane you going to make it easy for 


hardware buyers to have information 



























































of your products on their desks or close 
by for an entire year and thereby create 
a profitable sales contact for yourself? 


Then send in your reservation at once 


—Itis your lastchance for another year. 


Don’t Miss It? 


HARDWARE AGE CATALOG 
239 West 39th Street. 
New York 
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TIN AND TERNE PLATES 
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We are leading manufacturers of high grade 
Black and Galvanized Sheets— Automobile 
Sheets—Blue Annealed Sheets— Electrical 
Sheets—Full Finished Sheets—Special Sheets 
for Stamping—Tin and Terne Plates. For 
maximum rust-resistance use KEYSTONE 
quality—the original copper steel. 


AMERICAN 


STEEL SHEETS for Every Purpose 


For information write nearest District Sales Office: Chicago, Cincinnati, Denver, Detroit, New Orleans, 
New York, Philadelphia, Pittsburgh and St. Louis. Contributor to SHEET STEEL TRADE EXTENSION COMMITTEE. 









is _American Sheet and Tin Plate a ae AREY 
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PRINCIPAL SUBSIDIARY MANUFACTURING C OMPANIES: 
AMERICAN BripGe COMPANY CARNEGIE STEEL COMPANY ILLINOIS STEEL COMPANY THE LORAIN STEEL COMPANY 
AMERICAN SHEET AND Trin PLATE COMPANY Cyrcu F = 23 MINNESOTA STEEL COMPANY T Cc I bed R.C — 
AMERICAN STEEL AND WIrE COMPANY FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE severe te 
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Pacific Coast Distributors~United States Steel Products Company, ikataatia pontine eles, Portland, Seattle, Honolulu. Lxfort Distributors— United State: s Ste el Products Company, —e w Yo! “aChy 
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Hardware Advertising 


is no greater problem for the hardware retailer than it is 
for any other. In many respects it is simpler and more ef- 
fective. Especially is that true when the Bunting method 


is employed. 


The Bunting plan saves the dealer’s time and money. 
Everything is arranged so uniquely and presented to the — 
dealer in such simple and concise form that the dealer can 
lay out his monthly publicity offering in a few minutes’ 


time. 


Furthermore, the Bunting program can be relied upon 


to pay for itself and leave a profit besides. 


Full information cheerfully supplied. 





The Bunting System 
North Chicago, Illinois 











MAST em 
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The Towers Hardware Company of Jacksonville, Florida, is ready to meet modern competition. This new 
Duluth equipped store is a model of retail merchandising efficiency. 


Will your store be ready? 





CTOBER, November, December—the best 

merchandising months in the year. Is 
your store equipped to get the full benefit of 
this approaching business? The merchants who 
will profit most are those who are making prep- 
arations now—gearing up service facilities, 
brightening their displays. 


Sales possibilities increase through the fall 
months and the most attractive and efficient 
stores will get the patronage. Think of the 
opportunities: people returning from vacations, 
new arrivals moving into your customer radius, 
houses to be repaired and conditioned for the 
season, the sporting goods requirements of 
hunters, the Christmas business in the back- 
ground. Is it any wonder that the chain organ- 
izations are installing their new stores now? 


Pe 


The season of brisk days and brisk business 
is just around the corner, and we suggest to the 
merchant who wants to be out in the front with 
a welcome— 


Start Now! 


Y giving the Duluth merchandising depart- 

ment the month of September to analyze 
the requirements of your store, you will be in a 
position to adopt a plan that will mean profit- 
able business during the following months. This 
is an opportune time to consider a Duluth 
Installation carefully. The next three months 
offer you the business which will pay for the 
equipment. 


Don’t wait another day—get the facts 


You owe it to your business to investigate the results other merchants have secured from Duluth 
Installations in all parts of the country. Write today for booklet A99 just off the press. 


DULUTH SHOW CASE CO., DULUTH, MINN. 


CHICAGO OFFICE 


STORE EQUIPMENT 


NEW YORK OFFICE 
101 Park Ave. 
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What a store that would be? 


HE boss looked up incredulously: “What's 
wrong with the store as it is now? We've 
always made money.” 


“It isn’t what we are making, but what we ought 
to be making, Mr. Brown. Why, doggone it, 
how can we expect to increase our business when 
that chain store in the next block’s taking our 
customers every day?” 


“Don’t talk chain stores to me!” roared the boss. 


“We can’t shut our eyes to competition, Mr. 
Brown,” the manager persisted. “We've got to 


meet it or quit. That Heller man showed me 
just last week how easily we could modernize 
our store, and get in on the real money. Look 
at this picture—all Heller fixtures—and just 
imagine our place decked out like that. What 
a store that would be!” 


The boss studied the picture for a moment. 
“Well,” he said, “maybe you're right. Drop a 
line to that Heller man—tell him I want to see 
him next time he’s in town.” 


“Not me”—grinned the manager. “I’m going to 
wire ‘em right now.” 


If you would like to read more about Heller Business Building Store 
Equipment, just tear off the lower portion of this ad, clip to your letter- 
head and mail. There is no obligation. If you would like a Heller 


representative to call, check here. 


rm 


HELLER 


BUSINESS BUILDING STORE EQUIPMENT 


(New York Office, 20 Vesey St.—Suite 500) 


W. C. HELLER & COMPANY, 


700 Bryant St., Montpelier, Ohio 











~ Hardware Age 


with which is combined 
SS PIVATA c° 7 
Volume 124, No. 11 CEL UAVV © d Ake | 239 West 39th St. 
September 12, 1929 New York City 
FRITZ J. FRANK, PRESIDENT 


GEORGE H. GRIFFITHS, GENERAL MANAGER LLEW S. SOULE, EpiTor 
CHARLES J. HEALE, Managing Editor J. A. WARREN, J. M. WITTEN, Associate Editors 


SAUNDERS NORVELL, Contributing Editor GEORGE F. MAssey, Field Editor JOSEPH BERTRAM JowitTT, Show Card Editor 


. 


a 


EDITORIAL CONTENTS OF THIS ISSUE 


Trade Winds, by Llew S. Soule ae Oe 
Opening of Prince Hardware Store, Bloomington, Ind 72 
The Merchandising Psychology of Touch , 74 
Safety Playground Equipment for School Children 75 
“We Wouldn't Want to Run a Hardware Store Without 

Toys’ 76 
Plan Ahead for Childven’ s Day, by Pearl Nditewsy- 78 
Forward Passing Football Profits........... 79 
The Target Shooter Knows No Season, 

by Major Johnston Morgan....._.... . 80 
A Golf Window Above Par 82 


Lyford Gives Torrington, Conn., World’ s Sasien — 
ee 83 

Miscellaneous Articles Featured by Hall’ eee ee 

Conditions in Cuba, by Saunders Norvell... 86 


Feature Items of Standard General Appeal in the Fall, 
by Guy Hubbart 88 


Merchant Must Meet Competition, Sins Hans Williams 

News of the Trade... Be a 92 
Washington News Letter, ty E. wW. Meees. 7 96 
General Market News................... | 97 
Electrical Goods Sectiton 











Branch Office Representatives of Hardware Age 
EDITORIAL ADVERTISING 


Cuicaco: Grorcp F, MAssEY CINCINNATI: Ropert G. McINTOSH CuHicaco: R. R. CRONKHITE PHILADELPHIA: Haroip G. BLopGEit 
: 1507 Otis Bldg. 409 Traction Bldg. D. M. ANDREWS 1402 Widener Bldg. 
PITTSBURGH: T. H. h BosTon: GBRARD F'RAZAR 1507 Otis Bldg. New Yor«: P. J, COSGRAVE 
811 Park Bldg. MINNEAPOLIS: F. S. SMITH CLEVELAND: WILL J. FEDDERY 239 W. 39th St. 
CLEVELAND: F. L. PRENTISS 4216 Bryant Ave. S. 1362 Hanna Bldg. 
1362 Hanna Bldg. WASHINGTON: L. W. MoFFETT Boston: CHAUNCHY F,. ENGLISH 
536 Investment Bldg. Room 230, 80 Federal St. 


SUBSCRIPTION PrRicE—United States, its possessions, Canada, Mezico, Central America, South America, Spain, and its colonies. One year, $3.00; 
Foreign countries, not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. Subscription remittance should be made by Check, Post Office 
Money Order, Express Money Order or Bank Draft, payable to HARDWARE AGE, New York. 





Member of the Audit Bureau of Circulations Member of the Associated Business Papers 














70 


HARDWARE AGE for SEPTEMBER 12, 1929 








a me 


Ph 


Laat Pi 


ee he he 


— A. 





Ne OTHER HARDWARE has the texture and finish of McKinney 
Y Forged Iron. Its rugged surface is crisp and interesting. The play 
of light and shade over its cool, hard form produces a pattern as change- 


) L k ‘ able and intriguing as the waves on a windy sea. 


hh 


This inimitable surface treatment is one of the principal reasons why 
OL home builders select McKinney Forged Iron Hardware. It seems per- 
fectly to interpret the spirit of careful craftsmanship. There is a jewel- 


(| ¥ el like quality to it—a spirit of vitality customers are quick to sense 


McKinney Manufacturing Company, Pittsburgh, Pa. 


eh eh 





) A complete catalog will be gladly sent om request 


MCKINNEY HARDWARE 
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TRADE 5 


WINDS 


By Liew S. SOULE 


WHAT PRICE WINDOWS! 


HOW window space is expensive—the highest 
S priced space in any retail store. Intelligently 
used, it will pay its cost and yield an extra 
dividend ; unused it merely adds interest to wasted 
rent. If there were fewer idle show windows, there 
would be fewer second hand cash registers on the 
market. 

Just what is the cost of show window space, based 
on what it can be made to earn? Various merchan- 
dising experts place their estimate at from 10 to 20 
per cent of the store’s overhead expense. They 
declare that it can be made to produce a profit on 
that basis. Let’s take the lower estimate and figure 
the cost in cold dollars and cents. 

We will take as an example a store with annual 
merchandise sales of $50,000, and an overhead ex- 
pense of 20 per cent, or $10,000 a year. Dividing 
$10,000 by 52, we find that the overhead expense is 
$192.30 per week. Counting six business days to 
the week, that means a total overhead of approxi- 
mately $32 per day. In order to meet this over- 
head the merchandise sales must maintain a daily 
average of approximately $160. 

We will use 10 per cent of the overhead as the 
cost of window space. The daily overhead, figured 
on a space basis, is therefore $3.25 for the windows 
and $28.85 for the balance of the store. This 
necessitates average daily sales of $16 to pay the 
overhead expense of the window space, and $144 
to pay the overhead on the rest of the store space. 

If the windows function as they should well and 
good. If they fail to function, there is an added 
burden on the rest of the store amounting to $16 
per day in sales. If the average retail hardware 
store could increase its sales $16 per day, without 
materially increasing its expenses, there would be a 
different story to tell in regard to profits. 

However, the burden imposed on the store by idle 
show windows is more than the mere $16 in sales, 
referred to above. Intelligently used show windows 
draw people into the store. They are first hand 
invitations to “come in.” Also, the purchases of 


people drawn into the store by the window displays 
are not confined to the merchandise shown in the 
windows. Once inside, the visitor becomes a pros- 
pective customer for every item carried in stock. 
His purchases are limited only by his ability to buy 
and the merchant’s ability to sell. Salesmanship 
without prospective customers is worthless. 

Meanwhile, if the windows are idle, many pros- 
pective purchasers pass the store without coming in. 
The building of new customers slows up, while the 
natural loss of old customers due to deaths, changes 
in location, etc., goes on at the regular pace. Sooner 
or later the records show a distinct shrinkage of 
regular customers with a similar shrinkage in sales 
and profits. Charge a fair proportion of that loss 
to idle windows and note how it boosts the display 
space overhead. 

Too many retail hardware merchants view their 
show windows entirely from the angle of expense. 
They see only the cost in time, labor and material. 
~Their aim in arranging a display is to keep down 
expense rather than to increase customers and sales. 
As a result their displays are flat, cheap looking and 
sometimes even repellent. A clean window, with- 
out merchandise is more attractive than a jumbled 
mess of tools and tin ware, piled in the dust behind 
a dirty expanse of plate glass. The warehouse offers 
a much less expensive place for the storage of odds 
and ends. 

There is nothing mysterious or extremely diffi- 
cult in the trimming of a neat, attractive, sales pro- 
ducing window display. There are a few basic prin- 
ciples, easily learned, and the rest is but a matter 
of the will to do. Given a clean, well lighted win- 
dow, a few rolls of crepe paper, an assortment of 
good merchandise and a little time, the average re- 
tail hardware salesman can put in a display that will 
easily create $16 a day in sales. Why not give him 
the opportunity ? 

A loafing show window is a luxury few retailers 
can afford. 
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The entrance to the Prince store is tri and inviting. 


NOWING that most customers appreciate a clean, 
K properly lighted and attractively arranged hard- 
ware store, J. E. Prince, for thirteen years in the 
retail business, has endeavored to provide such a business 
home in Bloomington, Ind. for the Prince Hardware Co. 
Here is a new store in a new location that has incor- 
porated in it all the latest types of lighting fixtures, sell- 
ing equipment and sales stimulators. It is a normal size 
store, deep and fairly wide with an “L” in the rear. 
From any corner, practically all the stock can be seen 
prominently displayed. There are no signs, posts, radi- 
turs or other obstructions to vision or movement. 

As can well be imagined, the building and equipping 
of the Prince store excited the curiosity of many Bloom- 
ington residents and also of those who make this city 
their shopping center. 

On March 23, 1929 the formal opening was held. 
Several leaders at special prices were advertised for this 
opening day and a cordial invitation was extended to 
come and inspect the store. 

Bloomington has a_ population of 
12,000. On the first day more than 
4000 people inspected this new hardware 
store and about 1000 people made one 
or more purchases before leaving! 

The store is a half block from the 
public square—almost out of the local 
shopping district. To offset this situa- 
tion, the display facilities have received 
special attention. 

Ten display tables are placed in the 
center of the sales floor. On them are 
shown in glass compartments, cutlery, 
kitchenware, brushes and a large vari- 





Tre Prince store as it appears in its 

new layout. The Heller wall fix- 

tures are of the latest design, with coun- 

ter display ledge on all fixtures on both 

sides of the entire length of the store. 

Tangerine colored felt is used through- 
out on the display panels. 





More Than 4,000 


of New Prince 
oomington, 


ety of miscellaneous small 
hardware. 

Along both walls are many 
feet of modern cabinets and 
shelving, installed by W. C. 
Heller & Co., Montpelier, 
Ohio, who also designed and 
installed the tables. The wall 
fixtures are of the latest de- 
sign, with a counter display 
ledge on all fixtures, the en- 
tire length of both sides of 
the room. The display panels 
are well sampled and the 
bins in both tables and ledge 
display filled with merchan- 

J. E. PRINCE dise. Tangerine felt is used 
throughout on the display doors. 

This color felt is now being used practically universally 
as a display background for hardware merchandise. Re- 
sults of investigations suggest that this orange color 
shows merchandise to better advantage, is soothing to 
the eye, stimulates the desire for closer inspection. 
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Attended Opening 


Hardware Store 
1 Indiana 


Window displays are 

carefully worked out 

to gain the greatest 
results. 


In the rear of the store is an eight foot nail counter 
containing 27 all-steel drawers for a like variety of nails. 
The counter is 33 in. wide and 33 in. high. It is also a 
Heller fixture. 

In the adjoining rear room, oil stoves, refrigerators, 
washing machines, porch swings, screens and other bulky 
items are on display. The basement is used for stone- 
ware, oils, wire, wheelbarrows, roofing and for the stor- 
age of surplus stock. 


Light and Scrupulous Cleanliness Play Important 
Part in Prince Store 


Knowing that women‘are quick to notice dust and 
dirt on display equipment and desirous of keeping all 
stock in as clean and presentable appearance as possible, 
Mr. Prince has provided more than ample illumination. 
He believes that with the light streaming in from the 
windows on one side of the store and the twenty-two 
light fixtures sufficient illumination is given to show off 
the merchandise to its best advantage and also to show 















up any dust or dirt that might accumulate, in order that 
it may be quickly removed. Adequate lighting is con- 
sidered of paramount importance. 


Success in Bloomington Assured 


One display window is used to attract the attention of 
the shoppers as they go by the store. It has a low back- 
ground and a battery of reflectors are recessed in its 
ceiling. 

The Prince Hardware Co. has been located to serve 
the home owner, home mechanic and housewife of 
Bloomington. In arranging the store, Mr. Prince has 
not forgotten that women spend the bulk of the nation’s 
inoney and therefore has made the store as inviting to 
the woman’s eye as possible. Many, compliments have 
been received since the opening and from the enthusias- 
tic comments, intelligent planning and progress which the 
company has made to date, it is entirely safe to assume 
that its success in Bloomington is assured. 

Continued on page 91 
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The Merchandising Psychology 
of TOUCH in the Hardware Store 


By A. H. VAN VORIS 


HAVE been ever so much interested in reading the 
I numerous articles, of late, that have been appearing 

in our trade journals for the benefit and assistance 
of us hardware dealers concerning modern methods of 
merchandising. 

One writer advocates that we should do away entirely 
with enclosed display cases. As to this, the theory is 
splendid but we all have certain lines of merchandise 
that would soon become soiled, shopworn, spotted and 
rusted if we were to follow this suggestion literally. 

However, I do very much like the idea of “touch” as 
a display and selling policy. 

When, not so long ago, we remodelled our store and 
installed new fixtures, this open display plan was just 
coming into vogue and one feature which we find to 
work out very nicely is that of open mounting of 
samples along the cabinet doors that extend from the 
front well along one side of the store. 

It surely helps when folks can touch and feel of the 
actual merchandise. . 

For example, with pliers, we have them mounted 
with turn clips so that in a moment, any sample pair 
can be quickly removed from the panel. 

An electrician comes into the store, inquiring about a 
pair of wire-cutting linesmen pliers and we request him 
to step around to this panel. He looks them over, in- 
dicatmng a pair that look pretty good to him. The sales- 
man removes the pliers from the clip, hands it to the 
customer and he grips the handles, going through the 
exact operations of actual use. And, all things being 
equal, a sale is effected. 


H OW much better than having to dig out from under 
concealed drawer or shelf a lot of boxes, hunt around 
for the correct label while the customer stands by 
wondering what it’s all about. 

With open display, where he can see and touch the 
merchandise, he often sees a second item that he needs 
and when this double sale is made—it is a sale. 

Not just filling an order. 

This is a good season for selling paint and varnish 
and enamel brushes. 

If these brushes are mounted by similar quick-action 
clips, the customer can stand before an open panel dis- 
play, look at a whole assortment of sizes and prices and 
quickly get an idea of which is best suited to his job. 

The salesman hands it to him (or today it is just as 
often “her”) for the popular bright colors of lacquers 
and enamels have an immense appeal to the housewife. 


The open top table display for brushes is equally good, 
for the customer then picks up the brush; generally 
makes a few imaginary strokes with it just as though 
she were painting. She likes the feel and hang of some 
particular brush. 

The rest is profit to the store. 

Being located in a small town with rural trade, we 
know that the average farmer is, of necessity, quite a 
handy man with certain tools, to tinker up his car or 
truck and for the farm machinery. 


A FEW months ago, we bought a particularly good 
bargain in two useful tool sets—one an open end wrench 
set with eight wrenches in a metal clip-case and the other 
a cold chisel and punch set (5 pieces). 

With an eye for merchandising values, these struck 
us as another opportunity to put in practice the touch- 
and-feel plan, so we attached a good-sized price tag to a 
sample of each item and then placed them on the cus- 
tomer (aisle) edge of the main counter. 

And we didn’t have to wait long for results. 

Really, they just sold themselves, for a farmer would 
observe the low price on the tag, pick up one set or the 
other as fancy impelled him, comment on it (and receive 
our comment in return )— 

Result—many sales. Counter replacements made at 
once. 

So many, in fact, that we have ordered and sold many 
dozens of them in this easy and simple manner. 

When turnover is good and profit ample, any mer- 
chandising plan that begets sales is worth while and 
when this psychological prompting that comes from feel 
and touch does business for you, no dealer can be other 
than enthusiastic over it. 

And it has worked out in a similar manner with tool 
kits. 

We had in stock an item of this kind which is priced 
at one dollar and sixty cents (retail). 

The manufacturer supplies an advertising and display 
card with each shipment and this card, with a sample 
box, has a place on one of our open top tables. 

Attracted by the price and general utility of the item, 
we find many customers examining the kit. They shove 
open the clasps and operate the lock, removing the tray, 
perhaps locking and unlocking it with the key. 

So you see how the processes of sight and touch co- 
operate to arouse curiosity and interest from the pros- 
pect. 

(Continued on page 118) 
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SarelyY PLAY EORUIPMENT 
FOR SCHOOL CHILDREN 


Growing Necessity for Providing Safe Places for Children to Play 
Offers Hardware Merchant Opportunity to Aid as Well as Profit. 
Every Lawn or Back Yard a Playground Equipment Possibility 


ont the Children Off the Street—is the watch- 


word of the day. Parents, civic officials and edu- 
cators realize the danger to which children are ex- 
posed when they play in the streets of the community. 
With the current-reopening of kindergartens and 
graded schools, there will come throngs of children to 
the streets for their after-school play. As there are few 
communities with adequate playground facilities, the 
development of the home playground has become a 
logical necessity. Child life must be protected and de- 
veloped ; the home playground does both. 

Throughout 
the country 
there is a grow- 
ing realization of 
the splendid op- 
portunities 
offered children 
by having play 
equipment at 
home. The ad- 
vantages include 
the keeping of 
children off the 
streets, fulfilling 
their natural 
play instincts 
and _ holding 
them near the 
watchful eye of 

the parent. 
Study the 


happy contented faces of the children in the photographs 
reproduced on this page. The teeter, slide, swing and 
juvenile gym provide healthy contented recreation for 
the kiddies. The sand box provides an opportunity to 
exercise the “building” instinct and is far superior to 
the mud pie from the refuse littered lot. 

Play equipment at home does not occupy much ground 
space. A backyard, roof garden or porch can be easily 
utilized. The various pieces of apparatus are strongly 
constructed, carefully and attractively finished and have 
designed to give long and faithful service. 

The hardware 
dealer in many 
communities has 
enjoyed _ selling 
play equipment. 

He has made a 
satisfactory 
profit on sales 
and has secured 
the realization of 
protecting and 
caring for cus- 
tomers of to- 
morrow. The 
hardware dealer 
is a logical dis- 
tributor for this 
merchandise. He 
sells sporting 
goods and toys, 
(cont. on page 117) 
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“We Wouldn't Want to Run aj} 


- HEY mean too much to our welfare to do with- 

out them,” continued John A. McKay, who with 

William G. McKay constitutes the partnership 
of McKay Brothers, progressive hardware merchants of 
917 Chicago Avenue, Evanston, Ill. “Both my bro:her 
and myself in our youth were connected with a manu- 
facturer of baby carriages in Elkhart, Ind. This con- 
cern also made doll buggies and the business in doll 
buggies was more profitable, by far, than the baby buggy 
business. That experience opened our eyes to the pos- 
sibilities toys offer to the retail merchant and is the reason 
for our present policy of making a genuine effort to 
gain the toy trade in our locality. 

“Neither brother Bill nor myself had had any expe- 
rience in the hardware business or any other retail busi- 
ness when we started out six years ago. 

“T had been an oil drilling contractor in Kentucky and 
Ohio and my brother was selling automobiles. We were 
having our ups and downs and finally decided to go into 
some kind of business. Competition wasn’t as keen in 
the hardware field as it is today and we thought it of- 
fered the best opportunity. We pooled our cash, which 
amounted to $2,100, and after some effort we were able 
to borrow enough additional capital to make the pur- 
chase of a $6,500 stock possible. We had somewhat of 
a struggle getting started and even now it is quite a 





battle at times, but we are making progress and a lot of 
credit is due to toys. 

“We first put in doll buggies, as the stock we pur- 
chased was strictly a hardware stock and did not include 
toys of any description. Later we added other wheel 
goods such as velocipedes, wagons, and kiddie cars. 
From then on we were so well pleased with the returns 
on toys that we added regularly to our stock toys until 
it now includes items of nearly every popular type. Our 
toy business expanded until we were forced to make 
arrangements for additional space in order to display 
our stock properly. We were anxious to secure the 
space needed with a small expenditure, avoiding the rent- 
ing of a larger building, and finally evolved the idea of 
a balcony or subfloor. While it could present a better 
appearance it serves our purpose very well and was in- 
expensive. 

“Our store proper is about 86 x 25 feet, and the 
deck or balcony floor is fifteen feet wide and 33 feet long, 
making a very satisfactory place for showing our toy 
line. The store ceiling is 16 feet, and as the deck is 
midway, we have plenty of headroom, both below and 
above it. We found that it was possible to install a sky- 
light which would provide an abundance of daylight for 
the deck and we arranged recessed fixtures in the metal 
ceiling which is used underneath the deck. You can see 
it has provided about 
half again as much 
space with no addi- 
tional rent and we 
have a better illumi- 
nated store with a 
smaller light bill. 

“We show toys and 
sell toys the year 
around and the prices 
are always the same in 
‘off’ seasons as they 
are at Christmas time, 
with the exception of 
old model electric 
trains, which we close 
out in November at 
25 off. Our mark-up 
is fifty per cent except 
on toys with adver- 
tised resale prices, 
when we adhere to the 
suggested figures. It 
has been our expe- 
rience that the demand 
for electric trains runs 


1 








Hardware S 
Without TOYS” 


—John A. McKay 
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in cycles, Some years we order $2,000 worth and sell 
out entirely while other years the demand is not so heavy. 

“We buy every new toy that is placed on the market 
by reputable toy manufacturers if it is well advertised 
and has merit. Toy model airplanes and sail boats are 
very active lines with us this summer. When a salesman 
comes around with a new line of toys, such as model 
airplanes, we take him down to a vacant lot and let him 
demonstrate what they will do. Of course, salesmen are 
always experts in handling their particular toys and we 
get a lot of pointers that are valuable in selling the line 
to the boys. We try to make both boys and girls feel 
at home in the store and are always glad to see them. 
We help them out when they have accidents or trouble 
with their toys and establish a friendship which makes 
them want to come back. 

“No, sir! We wouldn’t want to run a hardware store 
without toys; and another thing, if some kind-hearted 
friend had advised us 
to read the trade 
papers when we first 
started in business, we 
would be much better 
off today. 


HOWING how 
the novel deck 
(left) installed in 
McKay Brothers 
store provided an 
excellent place for 
displaying their toy 
lines at no increase 
in rent and with 
a comparatively 
minor expenditure. 
It provided about 
half again as much 
floor display space 
and has many other 
advantages in its 
favor. 


Right: General 
view of the McKay 
Brothers toy de- 
partment. 


tore 


AIL boats built 

to scale in a 
wide range ‘of sizes 
and prices were 
one of John Mc- 
Kay’s profitable 
summer toy lines. 
He finds toys that 
have a ready sale 
in every season of 

the year. 














“We read the hardware papers from cover to cover 
and we secure many worthwhile suggestions from them 
that we put to use in our own store with excellent re- 
sults. We think a hardware merchant of today should 
spend more time in reading the trade papers published 
in his field of endeavor than he should at reading the 
daily papers as the trade papers are more vital to his 
welfare. Methods are rapidly changing and the dealer 
must use every available means to keep himself cognizant 
of these changes. This is especially true in toys and 
just as soon as we see a new toy begin to be extensively 
advertised we order it for we are sure to have calls for 
it immediately. The kiddies of today are looking for 


the new and unusual playthings and soon tire of com- 
mon toys.” 
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Plan Ahead for Children’s Day 


OES Children’s Day 
D pay? We think it 

does. However, we 
believe it would pay bet- 
ter if merchants who sell 
toys did some cooperative 
planning and made a con- 
centrated effort to empha- 
size its importance 

Ever since last Chil- 
dren’s Day we have been 
thinking of the display for 
this year, seeking to dis- 
cover that which would 
bring out the spirit of 
play and entice purchasers into the store with their 
pocketbooks open. 

Naturally, Children’s Day plans did not receive much 
attention through the holidays and inventory season, but 
back in our subconscious minds we were working at it 
just the same. Several ideas were entertained, only to 
be rejected as lacking in some point or other. Finally, 
we decided to build a children’s playground in our win- 
dow, for what is more symbolic of the spirit of play 
and the growth of childhood than the supervised recrea- 
tion of our up-to-date parks and public grounds? 








PEARL HOLLOWAY 


By PEARL HOLLOWAY, L. F. Holloway Hardware Co. 


Having determined upon the central thought, we con- 
sulted our tinner, C. W. Forde, who can make anything 
for which tin could possibly be used. The plan appealed 
to him. He drew a diagram, showing the measurements 
of the window and the location of the various articles 
of playground equipment, these being scaled to the size 
of dolls we wished to use for children. Swings, rings, a 
merry-go-round, and a slide were made for twenty-inch 
dolls; while a = 
teeter - totter, 
ocean wave and a 
second merry-go- 
round were manu- 
factured for smal- 












ler dolls, many of Su 

them celluloid. A > ui @er 
immi how te live yon? 

swimming pool owt factors Zo" ment 





equipped with a 
slide, spring 
board and. barrel 
occupied a promi- 
nent place in the 
foreground, and 





L. F. Ho 
Telephone $2 lloway Hardware Co, 


Sixth and Main 





(Continued on “— 
121) 








Pearl Holloway’s Children’s Day window won sixth prize in the display contest conducted by the Children’s 
Day Promotion Committee. The miniature playground equipment was accurately constructed. Above: the 
special advertisement used. 
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FORWARD PASSING 
FOOTBALL PROFITS 


OOTBALL—with all of its enthusiasm, rivalry and 
Bi scosseny will soon take the center of the sport 

stage and again receive acclaim. Throughout the 
country, thousands will devote Saturday afternoons to 
witnessing and playing football. Saturday, Sept. 28, will 
officially open the 1929 season and from then on, foot- 
ball will dominate sporting activity. 

There is something in the game of football which has 
caused its popularity to increase by leaps and bounds. 
By many considered the leading amateur sport, it fights 
with baseball for the title of The National Game. News- 
papers devote thousands of columns of space each season 
to reporting the games, radio broadcasting companies 
vie with each other for the privilege of covering leading 
battles and thousands of men and women will discuss 
coming games and make plans to attend. 

The sporting goods department of the hardware store 
takes on new life when September with its football 
comes around. Summer sporting goods—if any are left 
—are stored away till next spring and in their place, 
helmets, footballs and protectors are displayed. Often 
dealers have facilities for merchandising shoes and uni- 
forms. 

The hardware dealer has two major channels of dis- 
tribution for his football equipment. One is the regular 
store business and the other, outfitting local teams 
through personal solicitation. 





PEN display promi- 
nence is given foot- 
ball goods during the 
season by the Miller 
Hardware Co., Olean, 
N. Y. This department 
takes on new life with 
the coming of the foot- 
ball season. 






There are many logical customers for football supplies 
who do not belong to high school or college teams and 
organized clubs. These are the boys who play in the lots 
after school and there are many young men who can only 
play in early evenings and on Saturday or Sunday. 
While they may not need a complete outfit, a new helmet, 
football or protector is usually needed. 

Team outfitting is most profitable. It requires good 
salesmanship, prompt service and satisfactory prices. 
When coaches make a quantity order, the volume of 
profit is such that it amply repays the dealer for the time 
spent in soliciting the order. 

Football is essentially an action game. Therefore dis- 
plays of football equipment should be replete with action. 
Posters can be secured from local organizations, photo- 
graphs from newspapers and dealer helps from manu- 
facturers and distributors. These put pep in a football 
display and should be generously used. 

Many dealers have benefited from printing a schedule 
card for the local team. As this is constantly being re- 
ferred to, the store’s name and message which is im- 
printed on the schedule, is frequently brought to mind. 
Other dealers make arrangements to distribute score 
cards at the games. 

The footbail season is very short, but it is a very 
worthwhile season for the dealer. This sport is grow- 
ing each year and interest is always at a high pitch. 
Progressive dealers who can make an effort to capitalize 
on the popular interest in football, find their profits 
reaching touchdown totals. 
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The Target Shooter Knows 


Hardware merchants who organize rifle clubs for men or boys 
will have customers popping away at all seasons 


By MAJ. JOHNSON MORGAN 


ANY hardware dealers are neglecting an excel- 
M lent source of profit by not lining up with the 
small-bore rifle club movement which is steadily 
gaining ground in this country. Target practice with .22 
cal. rifles, known in England as “Miniature Rifle Prac- 
tice,” is a sport developed abroad, the possibilities of 
which are just becoming appreciated in the United States. 
There are seventeen hundred rifle and pistol clubs in 
this country operating under National Rifle Association 
charters and the rapid increase in the number of similar 
clubs bids fair to make the United States again a nation 
of marksmen, as in the days of Daniel Boone and Davy 
Crockett. 

If there is a small-bore rifle club in your community, 
you should by all means be a member. If such a club has 
not as yet been organized, right now is your oppor- 
tunity to see that one is formed. 


The question of a range is easily solved. In cities 
where outdoor ranges are not within convenient dis- 
tance, basement locations can always be secured and 
gallery ranges of 50 ft. and 75 ft. can be constructed 
at a very moderate expenditure. The usual outdoor 
small-bore ranges are 50 yds. and 100 yds. Rifiles for 
small-bore target practice are chambered for the .22 long 


rifle rim fire cartridge. Any of the standard makes of 
rifles in this caliber may be used, including models in 
single shot, slide action, repeating and bolt action re- 
peating. 


L IEUT. COL. TOWSEND WHELEN, Ordnance 
Dept. U. S. A., has prepared a comprehensive booklet on 
the subiects of equipment, marksmanship, range and rifle 
clubs, entitled “The Small Bore Rifle Hand Book.” A 
copy of this booklet may be had from any one of the 
leading arms, ammunition or powder companies. This 
hand book gives specifications for the construction of 
both indoor and outdoor ranges, as well as valuable sug- 
gestions relating to the organization and conduct of 
rifle clubs. 

If your local Fish and Game Club or Chapter of the 
Izaak Walton League has no small-bore rifle unit, the 
place to get one started is within such an organization. 
You'll find that the membership will contain enough 
shooting enthusiasts to insure the successful operation 
of a small-bore rifle club, and in working through the 
Fish and Game Club or League Chapter, you will be 
relieved of much of the detail which would otherwise 
fall to you. 

In addition to the organization of a senior rifle club, 


National Rifle Association Junior Rifle Cotps matches, Camp Perry, Ohio 
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No Season. 


the formation of a small-bore rifle club for 
boys should also receive your attention. The 
promiscuous use of rifles by boys is by no 
means to be recommended, however there is 
no reason why the normal boy’s natural desire 
to have a rifle should not be satisfied. Under 
proper supervision, there is nothing better 
than target practice to develop physical and 
mental alertness, self-control, and a capacity 
for taking pains. The boy will quickly learn that he 
cannot be a good shot if he doesn’t keep physically fit. 
The junior rifle club, organized with an adult leader, 
provides the means of securing all the benefits derived 
from target practice and eliminates the danger which 
sometimes exists in the use of firearms by boys not under 
adult supervision. Junior Rifle Clubs may be formed 
in schools, churches, boy scout troops, “Y’s’’ or similar 
organizations. They are composed of members not over 
eighteen years of age, under an adult leader. 


A course of instruction prepared by the National 


Headquarters of the National Rifle Association Junior 
Rifle Corps insures proper training in the use of fire- 
arms. Enthusiasm is maintained through a series of 
medal awards as the members progress through the vari- 
ous stages of proficiency in* marksmanship. Complete 





Boys’ Rifle Club using 50 ft. basement range 


information concerning the formation of Junior Rifle 
Clubs may be obtained by addressing the National Rifle 
Association Junior Rifle Corps., Barr Bldg., Washing- 
ton, D. C. 

Remember, that while the average hunter spends two 
weeks in the woods and uses perhaps a dozen cartridges 
in that period, the target shooter is restricted by no 
closed season and by no bag limit—he “shoots up” am- 
munition at a rate which will surprise you. 

In fostering small-bore rifle shooting, you not only 
create a demand for rifles and ammunition which did not 
exist before, but you have the satisfaction of knowing 
that you are doing your part in developing a wholesome, 


“ 


healthful, manly sport, and in making “‘straight-shooters” 


of the young men of your community. 


Solution and Equipment Required for 
Bluing Gun-Barrels . 


EVERAL readers have asked us for data on the 

solution, equipment, and process of bluing gun- 

barrels for sportsmen customers. We put the 
problem up to J. E. Brennan, vice-president Remington 
Arms Co., Inc., who for many years has had charge of 
manufacturing Remington guns at Ilion, N. Y., and 
is generally recognized as a leading expert in his line. 
Mr. Brennan’s answer to this problem follows: 

“In reference to bluing of gun barrels, would say that 
in the past we have given some of our customers a 
formula and instructions for doing this work with such 
equipment as could be easily obtained. The solution, 
equipment required, and the process are given herewith: 


Solution 


5 oz. corrosive sublimate, 5 oz. potassium chlorate 
dissolved in two qt. of hot water in earthen or glass 
bottle; keep solution in glass bottle. 


Equipment Required 
A galvanized iron tank, large enough to accommodate 
the barrel or parts to be finished. This tank should be 





mounted above a flame, preferably a gas flame. A 
sponge for use in applying the solution and several clean 
cloths for wiping off the parts after immersion. 


Process 

lill tank with clean, pure water (preferably distilled 
water) and heat to boiling point. If a barrel is the part 
to be finished, be sure the bore is tightly plugged. 

Article to be finished should be as clean as possible 
(chemically clean). 

Immerse barrel in tank and leave for several minutes 
until thoroughly heated. Remove, wipe dry with clean 
cloth, then apply solution, sponging it on thoroughly. 
Again immerse in tank of boiling water for a period of 
from four to five minutes, remove, wipe dry quickly, 
and again lightly sponge on solution. Repeat the above 
process until a satisfactory firish is obtained. (Six to 
eight coats should be sufficient. ) 

While the results obtained by following the above 
instructions may be good, they can hardly be expected 
to equal work done in the factory, where there are com- 
plete facilities and experienced workmen. 
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A Golf Window Above Par 


T often seems difficult to feature any one of the sev- 
eral sporting goods lines, now an integral part of 
every alert hardware dealer’s stock, in a window 

display differing enough from the ordinary to command 
attention. G. Donald Ball, display manager for the 
Smith-Winchester Company, Jackson, Mich., achieved 
his aim in this respect, when he 
recently installed the golf window 
we have illustrated above. The 


One of the regular ads used by Smith- 
Winchester in conjunction with windows 


tion in this type of trim. While complete lines are not 
shown by this method of display, the observer receives 
the impression that extensive stocks await their inspec- 
tion within the store. At the same time the articles in 
the ‘window are stressed to an extent, which would be 
hard to accomplish by using any other method. 

The wall board “bungalow” and 
picket fence are a regular part of 
the store’s display equipment and 





golf atmosphere, was conveyed in 
such a realistic manner that the 
average passer-by was compelled 
to “stop in his tracks,” in order 
to study and admire it. 

You will note that not even the 
smallest detail is lacking in the 
effort to portray a natural golf 
scene. When such care is evident 
in window displays a much 
stronger suggestion of quality is 


EVERY 
SPORT 





with a complete change of setting, 
they can be used over and over 
again as the centerpiece for dis- 
playing other lines, such as build- 
ers’ hardware, paints, etc. The 
artificial tree, vines, grass and 
flowers are in the same category, 
as they can likewise be used in 
other trims. The tee box, and 
cobble-stones were simple to devise 
for this special purpose. So— 





imparted, than would be possible 

through a direct reference to the 

grade of merchandise being fea- Spee nes ieee 
tured. Any article, naturally has peataraaaninia e= 
increased display possibilities, 
when it is exhibited in its native 
environment and this window, in 


outfit, moderately priced 





Sporting Goods for Everybody! 


Reach Special Golf Set 
Consists ot a three-stay bag—choic* of driver or brasse—Midiron—Mashie 
—Putter—2 Balls—and a Score Book all make an excellent 
~e" $8.50 


Michigan's Largest Exclasive Sporting Goods Department 


Smith-Winchester Co. 


once you have the required assort- 
ment of display equipment, similar 
trims can be executed with little 
effort. Displays of this kind have 
become very popular with the bet- 
ter stores in the hardware field 
throughout the country. 


follows: Tunis rackets, 56 various models in 
seven leading makes, Wright & Ditson, Harry 
C. Lee, Goldsabth, Reach, Rawlings and Mag. 
nan, tape, ghoes, bells, racket presees—all 
makes for the best scores 








our estimation, represents perfec- 
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Lytord Gives Torrington, Conn., 
World’s Series Score Service 


EING both an athlete and a radio fan, Ted Lyford 

was one of the first hardware merchants to combine 

these interests into a tangible promotion plan for 
his store. For several years he has been bringing reports 
of the annual baseball World’s Series and other major 
sporting events to the people of Torrington, Conn. Each 
year the method of bringing these reports was brought 
up to date in the way of equipment. The Lyford Hard- 
ware-Sporting Goods Co., having successful sporting 
goods and radio departments, naturally benefits from 
the publicity attention given the reports on sporting 
events. 

When such news was available only through wired 
reports, Lyford’s leased a wire for the World’s Series 
and such events and read through amplifying equipment 
the information as it came over the wires. Later, of 
course, radio broadcasts of major sport events made it 
practical to use special receiving equipment with speakers 
designed to convey their reception to large crowds. 

Frequently Ted has cooperated with the local news- 
paper, making the reporting of sports a joint enterprise. 
This is a mighty good way- to handle such matters, as the 
merchant tied up with a paper is sure to gain the proper 
publicity. 

The World’s Series attracted such crowds each year 
that Ted Lyford and the editor of the Torrington Reg- 
ister worked out a plan of broadcasting all games in 
which local teams participated. This plan was particu- 
larly successful in the basketball season. The publicity 
was all “first page’ stuff and directed attention to the 
audiophones installed in front of Lyford’s store. 

With the World Series close at hand, hardware men 
can cash in on the public interest by making some ar- 


rangements for bringing play-by-play reports of the 
games to their home towns. Radio receivers with ade- 
quate amplification would do the trick. If you have a 
good radio man in your store, he could handle the details 
of equipment and installation. If you find it practical 
to offer this community service hand-in-hand with your 
local newspaper, you will be assured of proper publicity. 

With the same equipment used for handling reports 
of the baseball classic of the year and the same publicity 
affiliations, you can probably find a way to give the same 
treatment to the more localized sports in your territory. 

The adaptation of the publicity plan for purely local 
sports should be a most potent factor in keeping your 
store definitely in the minds of your community’s citi- 
We never heard of any mail order or chain or- 
ganization offering the town any such support or giving 
its sporting activities such recognition. Such an activity 
shows the merchant’s interest in his community and 
must be reflected in patronage of the people who note 
and appreciate the interest shown. 

In towns with local broadcasting stations, a tie-up of 
newspaper, the station and yourself should make the 
investment relatively small. If your paper has a sport- 
ing editor, he could broadcast the games play by play. 


zens. 


The station would welcome this talent and if the propo- 
sition were put up to authorities in charge of the con- 
tests, they would readily sense the advantage from their 
standpoint. In fact, the person interested in gate receipts 
at such games would be fully aware of the value from 
his standpoint, so that when you start to study the 
problem you find a cooperative opportunity of very 
broad scope. 


ACK 
<t urant 
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P. M. Schibrowski Completes 40 
Years in Wheel Goods Industry 


Paul M. Schibrowski, general superin- 
tendent of The American-National Co., 
Toledo, Ohio, completed his 
fortieth year in the industry. This is in- 
deed a mighty fine record, and one which 
anyone can feel very proud, especially when 
he considers the duties of a superintendent 


has just 


in the wheel goods industry. 

The year of 1889 saw Mr. Schibrowski 
enter the wheel goods business at The 
Gendron Wheel Co., Toledo, serving for 
an uninterrupted period of 14 years. 

In 1903 Mr. Schibrowski made a change 





PAUL M. SCHIBROWSKI 


to the National Wheel Co., Perrysburg, 
Ohio, taking full charge of the entire fac- 
tory, including the designing of the new 
line, which then only consisted of five 
patterns of express wagons, and a few 
years later the National had a complete 
line on the market. 

When The American Metal Wheel Co. 
merged with The National Wheel Co., 
under the name of The American-National 





Co., Mr. Schibrowski took on a still 


greater responsibility and today is general 
superintendent of the company’s five wheel 
goods factories, employing several thou- 
sands of people. 





Two Children’s Phonographs 


The General Industries Co., Elyria, Ohio, 
has taken two of its children’s phonographs 
and redesigned them, producing what are 
said to be larger, better and more appeal- 
ing products. 

The Master DeLuxe console phonograph 
is a cabinet model with reproducer, tone 





arm and built-in horn, fashioned after ex- 
pensive cabinet instruments. It has a pow- 
erful motor. This phonograph weighs 35 
Ib., is furnished in ivory, blue or green, 





and plays all size records up to the stand- 
ard 10 in. 

The Master Genola is a table model, 
carefully made, and is as efficient as the 
Master model, says the manufacturer. It 


can be obtained in ivory, blue or green; | 
| Cleveland, Ohio. 


weighs 32 Ib. and is 23 in. in height. 











Dorfan’s Electric Crane 


An unusually sturdy toy, op- 
erated by electricity, has been 
made available to the trade by 
The Dorfan Co. 137 Jackson 
Street, Newark, N. J. The lift- 
ing arm of the Dorfan crane will 
operate in a complete circle and 
is said to be sufficiently power- 
ful to lift a toy engine, car, etc. 

The crane is of solid die cast 
construction and finished in a 
combination of colors. There are 
two gear-shift levers, a double 
clutch and worm gear, as well as 
a lifting hook. The crane is 
20 in. in height, 19 in. wide, and 
is individually packed. Shipped 
completely assembled. 

















Mrs. George Brouillette Expert at 
Horseshoe Pitching 


Mrs. George Brouillette recently created 
a stir among Hollywood residents and 
visitors with her unusual -adeptness in han- 
dling horseshoes. Exhibitions-were staged, 
and Mrs. Brouillette’s uncanny pitching 
caused continuous comment. Much the 
same sporting interest was noticeable in 
other places where she demonstrated the 
thrill and fun and all-around exercise of 
this famous old American game, particu- 
larly in Los Angeles and Long Beach. 


« , 











MRS. GEORGE BROUILLETTE 


The shoes used by Mrs. Broullette were 
designed by George May, many-time cham- 
pion. They are made by The National 
Standard Horseshoe Co., Inc., 1615 Barth 
Court, S. W., Canton, Ohio. 





Al Foss is Now Occupying 
New Large Cleveland Plant 
Al Foss, the pork rind bait man and 
some fisherman himself, has found it nec- 
essary to increase his facilities for manu- 
facturing. He has just occupied his new 
plant at 2891 East Seventy-ninth Street, 


This up-to-date plant consists of 10,000 
sq. ft. of space, is fully equipped, and will 
be devoted to the manufacture of his 
products. : 

Mr. Foss is now in position to increase 
his production and fill orders more prompt- 
ly for the ever-increasing demand for his 
bait. 





American Flyer Train Display 
Stands 


The American Flyer Mfg. Co., 2219 S. 
Halsted St., Chicago, Ill., has produced a 
series of very unique miniature train and 
equipment display stands. These are con- 
structed to show the trains and equipment 
without any obstructive views. A mini- 
mum amount of space is required—the 
largest stand is only 7% ft. wide by 4 ft. 
deep. 

Each stand permits the operation of one 
complete train set for demonstration. The 
stands are made up for narrow and wide- 
gage trains. “4 
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Miscellaneous Articles Featured in 


Novel Fashion by Hall’s 


UNDREDS of odd items can be procured at 

most any hardware store, but many articles of 

this description do not have a ready sale, simply 
because the prospective customer is not reminded of his 
need for that particular article. Other possible sales are 
lost due to the fact that the general public does not know 
the hardware store has the wanted article in regular 
stock. Often, when the patron is brought to the store 
for some small, unusual article, an initial sale which 
involves but a few cents leads to a purchase amounting 
to several dollars. The above are some of the best rea- 
sons why miscellaneous articles should be regularly 
displayed in the windows of every retail hardware 
establishment. The problem is to display such mer- 


chandise in an attractive and productive manner. 

With this idea in mind, the type of window display 
we have illustrated does the trick about as neatly as any 
method we have ever observed. Similar window displays 
are consistently used by the Frank P. Hall Co. of Colum- 
bus, Ohio. The main store of this company is located at 
100 N. High Street, and in addition it operates a group 











of eight branch community hardware stores within the 
city. Mr. Hellenbrecht of the Hall Co. informed the 
HarpWarE AGE representative that house furnishing 
goods was the major line featured in the branch stores, 
but they also carry the average stock of miscellaneous 
hardware articles. Mr. Hellenbrecht stated that they 
felt the need of developing a special type of window 
trim, which would enable them to feature this class of 
merchandise and the idea we have pictured is the result. 

It is almost needless to say that the idea proved very 
productive as it served to inform the passerby that 
Hall’s stores were in a position to supply the occasional, 
unusual articles that might be required about the home. 
Sales of the items displayed climbed appreciably when 
they were shown by this method. As a consequence, 
Hall’s have adopted the idea to be used in each of their 
stores at regular intervals. 


Nearty every hardware store carries some unusual 
items and rather frequently they fail to move with 
expected rapidity. 
Very often the fact 
that the public is 
not informed of 
just what can be 
obtained at the 

































stores is the answer 
to sluggish sales of 
like articles. As 
instances of this 
you will note that 
- Hall’s carry castile 
toilet soap and dog 
biscuits. You will 
agree that not ev- 
ery hardware store 
could supply simi- 
lar needs, and if 
the stores failed to 
inform the pros- 
pective purchasers, 
through their show 
windows, that toilet 
soap or dog biscuits 
procurable 
within, it stands to 
reason that sales in 








were 


(Continued on 
page 116) 
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CONDITIONS IN CUBA 


BY SAUNDERS NORVELL 


N my article, published in the Harpware AGE on 

Aug. 22, I reproduced a letter written from Havana, 

Cuba. I did not vouch for the facts in this letter. 
I simply reproduced the letter as written. 

Now the facts in that letter are questioned by mer- 
chants doing business in Havana. I think it is only fair 
play to give their letters as well. 

Cincinnati, Ohio, Aug. 29, 1929. 

“In one of your recent enjoyable articles in HARDWARE 
Ace (Aug. 22 issue) you quoted from a letter you had 
received from Havana, Cuba, outlining conditions in 
that country. This letter was very interesting and led us 
to believe that conditions there were good, which is con- 
trary to what we have been informed and what a per- 
sonal visit to Cuba last year seemed to indicate. 

“As we are very much interested in Cuban business, 
we sent your article to our representative there, together 
with a few curt questions to determine, if possible, if we 
were overlooking anything. Our representative’s reply, 
together with a report sent out by the First National 
Bank of Boston, is attached. We felt you might be 
very much interested in reading this. It seems that all 
are not agreed on the subject of Cuba’s present and 
future prosperity.” 

Havana, Cuba, Aug. 26, 1929. 

“Thanks for Norvell’s article in HARDWARE AGE about 
Cuba, but it looks like allied propaganda during war and 
atrocities supposed to be committed by the Germans. It 
is one-sided, and does not cover the situation which is 
that everybody has lost money for past several years 
in increasing amounts in Cuba, and it is just a proposition 
of whether capital or conditions change first before 
capital is eaten up. 

“T am attaching circular from First National of 
Boston. 

“With new tariffs here capital has been diverted to 
small manufacturing efforts which hope to exist on pro- 
tection of even higher tariffs or that of government con- 
sumption and forced demand. Small garbage cans, and 
now larger corrugated ash cans, are being made here 
locally in a way, and propaganda for consumption of 
Cuban products forces use of these products for the 
time being in all government institutions and large con- 
cerns who hope to secure government favor. 

“The President himself has put in a paint factory and 
is attempting to buck the large American combines and 
has recently doubled duties, but small production will not 
permit of uniformity and quality, so when he retires, his 
factory will go with him, like many other protected in- 
stitutions, as the XYZ Company, who supply the gov- 


ernment every penny of merchandise they use, and now 


have taken government contracts which they sublet or 
sell outright, and they are awarded same at good prices, 
naturally, through a combination of bids. 


“As to the city of Havana, you would not know same 
with its improvements, which are a crime in view of 
actual suffering in the country. You ought to make a 
trip here this coming season as everything is being done 
to further tourist trade.” 

Havana, Cuba, Aug. 25. 

“Cuba produces five to five and a half million tons 
of sugar, with a market for three to three and a half 
million in the States. Balance keeps price of sales to 
the United States below cost of production with con- 
tinual world increase of especially beet and other sugars. 

“On present duties, $1.75, Cuba has gone downhill 
for past seven to eight years, and Cuba Cane, largest 
producer, recently went into receiver’s hands. Satur- 
day’s sugar price c.i.f. New York, $1.96. 

“Road contract and other improvements bill calls for 
$2 per day minimum wages, actually paying $1.20 and 
some paid as low as $1. What happens to shrinkage 
under $2? Wages in canefield, man, boy, cart and yoke 
of oxen 60c for outfit. Workmen are working from 
dark to dark for food and being turned down on this 
proposition. Norvell is wrong—wages are not high and 
people cannot even buy necessary food. 

“Tourists’ trade, transportation, hotels, racetrack and 
casino get most of the money spent. Racetrack all open 
gambling controlled by same company. Tourists as a 
whole rather ‘tin money.’ 


6<é 

Cenrrat highway being worked from larger 
cities, but no stretches are yet connected, and bridges not 
placed or likely to be for a period of years. Highway 
will be salvation, as Cuba is an agricultural country, but 
must cut down cane production and diversify. 

“Tariffs have been raised in 1927 on all merchandise 
into Cuba, and under actual and increasing depression, 
living is higher. Cuba is in the position of the American 
farmer, and your new proposed tariff, their products, 
wheat, sugar, etc., are sold on world market and com- 
petition without protection, while practically everything 
they consume has high protection. 

“Under present depression as sugar production must 
be reduced so must commerce here and a forced liquida- 
tion will take place.” 

Attached to one of the above letters is a letter from 
the First National Bank of Boston, dated July 25, 1929, 
reading as follows: 

“Cuba and the proposed sugar tariff. 

“The proposed increase of tariff duties on Cuban 
sugar from 1.76c. to 2.40c. a pound is now before Con- 
gress. This increase of 36 per cent on Cuban sugar 
would be a crushing blow to Cuba, which has already 
suffered from a prolonged depression in the sugar in- 
dustry. Viewed from any standpoint the proposed tariff 




















HARDWARE AGE for SEPTEMBER 12, 1929 87 





schedule on sugar is unsound, untenable, unfair and most 
untimely. 

“It is unsound. The proposed measure would cripple 
the purchasing power of one of our best customers. 
With a population of about 50 per cent and a land area 
of little more than 60 per cent of New England, Cuba 
is one of the chief outlets for our surplus products. In 
1922 Cuba ranked as our seventh best customer. The 
prolonged depression in the sugar industry reduced her 
rank in 1928 to eleventh place. A number of different 
domestic industries would be seriously affected should 
the proposed tariff legislation be enacted. The follow- 
ing tabulation shows the percentage of total exports of 
some of the leading United States commodities to Cuba 


in 1927: 


Per cent of total 


Super till machinery..............0005. 50.0 
ee ee Pe rear 36.0 
ee eee eee re 29.4 
J. Ses eer re 16.9 
“COS LY Ne ee 12.8 
ENING 6's GvbesG aad tas bdneee 12.8 
ahi s 55 Aad ash Ge oa Nh RY 11.7 
NEY ies ene a taKeesawielbies 10.2 


Ta effect of the sugar depression has already been 
reflected in the foreign trade of Cuba. Since 1925 im- 
ports have declined by 25 per cent and exports by 20 
per cent. Of total Cuban imports in 1928, 60 per cent 
came from the United States. Furthermore, the farmers 
of this country would risk the loss of an important 
market as Cuba each year imports from the United 
States vegetable and animal products valued at more 
than $50,000,000. When we consider the fact that ap- 
proximately 80 per cent of Cuba’s total purchasing 
power is derived from sugar exports, it can be readily 
realized that by strangling this industry we are striking 
a severe blow at. our own foreign trade, including one 
of the best outlets for our farmers’ surplus products. 

“Tt is untenable. Those who advocate higher tariff 
rates maintain that such action is necessary in order to 
make this country independent of foreign supply of 
sugar. If this theory were carried to its logical con- 
clusion, we should produce in this country all our own 
requirements, including rubber, coffee, hides, wool, tea, 
silk, flax and a number of other commodities. But in 
pursuing such a policy we should be defying the law of 
trade that each country should produce those things for 
which it is best adapted and import such things as other 
countries can produce at a much lower cost. The brunt 
of the proposed increase in the tariff on sugar would he 
borne by the American consumer. It has been estimated 
that such an increase would cost the American consum- 
ers more than 140 million dollars, of which the farmers 
as a class would stand some 35 million dollars. The gain 
to the American beet and cane farmers would be in the 
neighborhood of 25 million dollars. In trying to give 
aid to less than 2 per cent of the total farmers of the 
country, we should be laying a burden upon the entire 
consuming public. In other words, the tax paid by the 
farmers as a class would be considerably more than the 
subsidy received by the cane and beet growers. We are 


not only penalizing the entire consuming public for the 
sake of a very small group, but we should be encourag- 
ing the growth of an industry which cannot stand on its 
own feet, and which does not fit into our industrial 


picture. It has been shown by testimony at the tariff 
hearings that white labor as a rule refuses to work in 
the beet fields because of the menial nature of the work, 
and as a result the growers are compelled to depend very 
largely upon a floating and undesirable supply of Mexi- 
can labor. The growing of beets does not lend itself to 
labor-saving devices and in consequence the only alter- 
native is to rely upon alien labor. Those who favor the 
proposed tariff find themselves in the peculiar position 
of advocating independence in the supply of sugar, but at 
the same time forcing a situation where we shall be 
compelled to rely upon foreign labor. In other words, 
the attempt is being made to erect upon an artificial 
foundation of a consumers’ subsidy an industry which 
is not, and never will be, adapted to our economic life, 
all for the sake of appeasing a small percentage of the 
agricultural section, while the great bulk of farmers will 
themselves pay tribute as consumers. 

“It is unfair. For a hundred and fifty years sugar has 
been the chief crop of Cuba. This commodity has been 
and is the best barometer of prosperity on the Island. 
Over 80 per cent of Cuban exports are represented by 
this product. Sugar is the main crop of the Islands 
because nature has made the climate and soil ideal for 
the growing of this commodity. In addition to the 
natural advantages, many generations of experience have 
made the Cubans without peers as cane growers. Those 
who favor the proposed increase in tariff hold that it is 
Cuba’s misfortune if she has placed all her eggs in one 
basket and is now forced to rely upon one crop as a 
means of livelihood. In reply it can be said that Cuba’s 
eminence in the sugar industry has been encouraged by 
the United States Government and our citizens own 70 
per cent of the sugar property on the Island. So now it 
comes with poor grace for us to preach to Cuba the 
necessity for diversification. Basic industries cannot be 
shifted. over night. The sugar industry is deep-seated 
not only in Cuba’s economic fabric but in the very con- 
sciousness of her people. Sugar is Cuba’s national 
emblem. It is more. It is her very life blood. The 
issue, however, goes deeper than the life or death of the 
sugar industry in Cuba. We have a moral responsibility 
to consider. Cuba is more than a neighbor. We gave 
her independence. Thirty years ago we rescued her from 
the heels of foreign oppression. Thousands of young 
men in the Spanish American War sacrificed themselves 
in order that Cuba might have a better day. Millions 
have been spent from our Federal Treasury to establish 
schools, roadways and otherwise to improve the stan- 
dards of living and the purchasing power of the Island. 
When during the World War there came a great short- 
age of sugar, we asked Cuba to increase her production 
and in this way to help make the “world safe for de- 
mocracy.” Cuba responded nobly. She kept the faith. 
Are we, a decade later, willing to injure her economic 
life and to help destroy the very industry which we 
begged her to build up in our period of stress? In the 
name of fair play, will we now, merely to make a futile 

(Continued on page 120) 
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Feature Items of 


Standard General |: 


Advertised Items Draw Well if They Represent Goods for 
Home Use—Two Timely Specimens Analyzed 


By GUY HUBBART 


HAT to put into the ad and what to leave out 

\ are our two main advertising troubles. Space 

is used twice a week on the average. Space 

runs 30 to 40 inches and is costly. What is the best way 
to run ads ?>—Query. 

This is a timely query. One that bothers more hard- 
ware men than would be indicated by the number asking 
the same general question.. With hundreds of items in 
stock it is quite a problem what to feature and what not 
to in limited space. But two things are helpful if 
viewed in the right way. One is the season—time of 
year—the other is condition of stock. 


Fax, now opening up, is a time when hardware is 
bought by a lot of people and to supply a great number 
of diversified needs. And a consistent and constant rule 


for using newspaper advertising is to increase space or 
schedule to conform with increased demand. ‘In other 
words, the principle is that advertising sells more goods 
when most goods are in demand. 

The other consideration—condition of stocks—is, of 
course, an individual situation which varies greatly with 
different stores. But the idea is that the fuller stocks 
are the more advertising is needed and the better it will 
draw. This merely means that it pays to attract people 
into the store when there is plenty of goods in the store. 
It does not mean necessarily that advertising should be 
cut down if stocks are not full or complete. Anyway, 
this viewpoint is offered for what it is worth and as a 
means of giving a specific answer to the above query. 

It is better, more profitable not to think of “what to 
leave out of” and “what to put into space” but to say 
“let's put enough timely items in to let people know 


Demonstrating the amount and kind of variety one ad can hold and the display and sales value of plentiful use of cuts. 
Merchandised to fit big buying season and to feature fall stocks. 





GRAND OPENING WEEK, November Tenth to Seventeenth 


> 7 DAYS PLANNED TO DEMONSTRATE THIS niente VALUE-GIVING SUPREMACY 
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Appeal in the Fall 


what are our best values and to give the 
public an idea of how well we are fitted. to 
supply all the natural needs.” This is a sen- 
sible attitude provided space is used with 
some regularity, once, twice or three times 
weekly. If it is so used, a plan can be laid 
out as to how many items and which ones 
to feature. d ahs 

Some stores, thé more progressive, so far 
as watching sales volume on different stocks, 
make it a rule to feature five to ten items of 





UUUORRAREGNUUDREEOEAAUCEEGEOTELOGEEAEEOCUECEOCCETA EEE 


Every Day Is Dollar Day 
IN OUR “DOWN STAIRS STORE” 
“‘More for Your Dollar’’ 


In our Down Stairs Store you will find a most remarkable collection of fine merchandise, specially 
purchased and specially prited to sell at this popular figure of $1.00. Plan to visit this won- 
derful Dollar Section. You will be amazed to learn what One Dollar will buy. 





imum Cake Griddle. Regu- 
lar $1.50 value. 





WEAR EVER CONVEX 
SAUCE PANS 
With insert cover. Regular 
price $1.65. Introductory 

~~ $1.00 









the stocks showing the most daily or weekly — 
sales. This is on the theory that. goods that 
are going well ought to be pushed. Others 
devote extra space and the bulk of ads to 
pushing slow movers, but with some fast 
movers sprinkled in. This is good practice 
in dull times, but. the other rule is best when 
buying activity is picking up as it is now and 
will be all through up to November and De- 
cember in localities where business is fairly 
normal. 

Two typical autumn ads are reproduced as 


with cord .. 








Riectric Heater, complet: 
$1 





WILLOW CLOTHES BASKET 
a size, $1 50 valie $1.0 















t of fancy Glass and 
' ‘ 


81.00 





1 red 7 Por with + Electric Stove, green enameled, 
bil. 81.00 pa artis 
Fish Bowls 31.00 


Hand decorated Jue 8 of I2-cup size Percor- 
beautiful coloring. Spe. ators. cle 
éi s 





Curling Iron, colored handle and 
COPE mine 1.00 





illustrations of the above rules. They ran 
last November in Oak Park, Ill. Notice the 
way they are merchandised : 

Ad No. 1 features dollar day items and in 
addition announces a new department—the 
“Down Stairs Store.” This ad features 
glassware, kitchen cutlery, electrical goods 
and housewares, all the kinds of items that 
normally get good action in the fall. They 
are all distinctly utility lines and are selected values at a 
dollar. The caption says “Every Day Is Dollar Day in 
Our Down Stairs Store,” a good line for any time of 
year and worth a lot in the fall when the average home 
needs a lot of kitchen supplies. 

Ad No. 2 features practically every seasonable line in 
the store using nine sections to display tools, silverware, 
kitchen utensils, chinaware, washing machines, locks 
and door fixtures, radio, color furniture and movie 
cameras. Obviously the appeal is toward holiday trade, 
but the example is good for any time in the early fall. 


No doubt this ad would have drawn well if one or 
more sections had been left out. Still there is not a 
section but what carries items many customers wanted 
the week the sale occurred. This brings up a practical 
rule: decide on the amount of space for an ad, allow 
4 to 5 inches for each item; then pick representative 
items enough to fill the space without crowding. Thus, 
if 40 inches are to be used, divide by 4. The answer is 
ten items. Then divide the ten items up over whichever 
sections seem either to need pushing, or better still, those 
on which sales are running high. It all depends on the 
situation in the store. 


NICHOLAS COMPANY 


‘LAKE and MARION. 


This ad announces a new department. 
Items represent wide and timely variety; items tell what a dollar will buy 
and the slogan “more for your dollar” magnifies interest in merchandise. 








Phone EUCLID 9600 Open Tuesday, Thursday and Saturday Evenings 


Layout is simple but effective. 


Hardware is always in demand, some items more than 
others, but because of the narrow appeal and standard- 
ized utility, it is safestto feature representative values 
in the ads. That is, values that appeal about alike to all 
classes of customers, such as are featured in the two 
specimen ads. When the appeal is representative it 
affects sales on other goods in stoek, goods not featured 
in the ad. 


Hardware Merchants Will Find These Ads 
Valuable for Study 


HESE are large space ads, larger than the smaller 
city store would run at one time, but both are worth 
the space because of the importance of the events. 
Smaller stores can see, in the careful study of ads such 
as these, ways to break them up into several small ads 
to be run in two or three sections. In fact, a good prac- 
tice for the small town hardware man is to study all 
the large space ads he sees just for the suggestions along 
the line of space usage, layout and management of sec- 
tions. Also, many ideas can be picked up for use in 
copy writing, item selection and headline ideas. 
The big point, of course, is values. Money’s worth 
is what the customer looks for in ads. 
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The Merchant Must Meet 


Competition says Hamp Williams 


that the price we retailers paid was only a small 

factor in the retail hardware business and that a 
well assorted stock of hardware bought in a legitimate 
way and principally from the jobber, with a good sell- 
ing force, simple but complete accounting system, busi- 
ness control, etc., was all that was necessary for our 
success. 

I had only $775.00 when I began in business in 1896. 
If I had failed, it would have been for the lack of 
capital; but I didn’t fail. My store room was small, 
only 20 x 50 feet. I had three strong competitors and 
they had plenty of money, good locations downtown— 
my store was away out—but those fellows were all money 
makers. They sold goods for a big profit and hard- 
ware was cheap at that. Some of them had been in 
business twenty years and styled themselves as the old 
reliables ; sold goods on credit; if you were good they 
wouldn’t present a bill, just waited until you got ready 
to pay. They bought from the factories by the carload, 
paid cash, and some were on the jobbers’ list. I had 
all that to meet. My friends told me that I was foolish 
for trying to compete with such strong financial and ex- 
perienced hardware men, but I had to do something, for 
I had a sick wife and I knew when my $775.00 was gone 
that my wife and three little ones might suffer. So I 
went to Little Rock and bought my opening stock from a 
jobber near by, so I could replenish my stock fast— 
which I should be doing now. I knew then just what I 
know now and I did the same thing to my competitors 
in a small way that the chain stores are doing to us re- 
tailers now in a big way. 


h )R twenty-five years and up to 1920, I contended 


"Tue chain store started soon ofter the war when 
our stores were full of high priced merchandise. They 
bought new goods at low prices and we were like my 
competitors when I began in business ; we had been sell- 
ing goods at such enormous profits that we hated to turn 
loose. 

My first effort back in 1896 was to find out what my 
competitors were getting for a few staple articles such 
as I had. I was confident they wouldn’t pay any atten- 
tion to me, as I was too small, and they relied upon 
their capital, location, competency, good citizenship, big 
and complete stocks of nationally advertised merchandise 
of good quality—they handled no cheap stuff at all. 
They occupied the same position then that we all occu- 
pied when the chain stores opened upon us. See what 
happened ! 

That little hornet’s nest of mine was very attractive. 
There were only a few hornets at the start but we 
worked fast and furious. We picked out about one- 


half dozen items which nearly every farmer had to have 
—8-in. mill file was priced at 25 cents each 
by my competitors; my price, 15 cents; chop ax, 
their price, $1, my price, 75 cents; 8-oz. wagon covers, 
their price, $2.25, my price, $1.75; plow points they sold 











This recent photo of Mr. Williams, Chairman of the 
Hot Springs National Park Special Planning Committee, 
newly created by President Hoover and Dr. Ray Lyman 
Wilbur, Secretary of the Interior. With Mr. Williams, 
who will be recognized at the left, are Col. Robert U. 
Patterson, Commander of Army and Navy General Hos- 
pital, and Dr. Hugh de Valin, Superintendent of the 
Hot Springs National Park 


for 85 cents, I sold them for 60 cents; they sold nails at 
5 cents base, I sold them for three cents; they sold 
barb wire at $4.00, I sold it at $3.50. Now, mind you, 
I made an average of Z5 per cent margin on my sales. I 
knew what I made then. I put it down in a little book 
—every nickel’s worth that I sold; what it cost and 
what I got for it. I didn’t guess; I knew every night 
just what I had made. Some days my sales were $3.60 
and some good days $13.60. The first month ran up to 
—as I remember—$165.00. 

When the people began to talk about my cheap prices 

(Continued on page 108) 
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Opening of New Prince Hardware Store 


(Continued from page 73) 



















































































































3 il om 4 
a ot 6 | y 
a| Billi | | 
A | i Tr — =% 
1 : 3 a. 
| TTT , 
y x | i {| toe 
} i jP= 1 = am = 
= ; s s = a / 
| 7 38 ae 
y=" EOE: = 
:| Store 
/ Plan of 
5] | 
| 
| Prince 
Hardware 
Co. 
Bloomington, Iil. 








An L shaped build- 
ing presents small 
difficulties in  efh- 
cient store arrange- 
ment, when the 
placing of modern 
fixtures is charted by 
store engineers who 
could really qualify 
as merchandising ex- 
perts. Each fixture 
is shown in this floor 
plan in the most ad- 
vantageous position 
from the standpoint 
of productivity of 
the various lines 
which they feature. 
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Due to the fact that the samples are out in the open, 
the glass reflection noticeable in glass front sample pan- 
els is avoided. This feature also eliminates the barrier 
which glass appears to present when it comes between 
the customer and the article being inspected. Aisles are 





wide and permit free circulation of customers, which 
encourages them to look over the balance of the store. 
All wall fixtures are constructed at a low, convenient 
height, which facilitates waiting on patrons with the 
minimum of time and effort. Ledge displays along each 
side of the store occupy a space at the top of the base 
sections. 

The store offers a good example of how inviting a 
retail hardware establishment may become through the 
simple expedient of installing modern store equipment. 
Fixtures of the type installed in this store sell more 
merchandise; effect a saving in salesmen’s salaries, as 
fewer salespeople can efficiently serve a greater number 
of customers, and the customers of the store are given 
quicker and better service. 


Study Individual Sales 


By W. W. Senger, Hardware Merchant, Granville, N. D.* 


O know whether your employees’ productiveness 
has increased in proportion to higher wages, you 
must keep a sales record of each individual em- 

ployed, and in one month’s time you can tell whether your 
employees are selling enough merchandise to make you 
some money or none. 

I find that a clerk that sells and is an all-around man 
based on 8 per cent of his sales as salary, will pay him 
$720 a year, as he should sell at least $9,000 worth of 
merchandise per year. A clerk or salesman that does not 
do any work about the store only sell merchandise should 
be based on 7 per cent of his sales as salary, which will 
pay him $1,260 a year, as he should sell at least $18,000 
worth of merchandise per year. 

My sales last year were $27,206, and my salary ex- 
pense was $1,980 for the two men. | 

The system of paying a clerk that has not got the 
selling experience but does the work about the store 
and receives 8 per cent of his sales as salary, and an 
experienced clerk or salesman that only sells merchan- 
dise and receives 7 per cent of his sales as salary, has 
worked out very good with me. 

It may not seem right that a clerk gets 8 per cent and 
a salesman only 7 per cent, but remember that the sales- 
man has no other work to do, which will give him twice 
as much time to sell merchandise. 

I also find that by paying your employees on a per- 
centage basis they will be right on the job to sell more 
merchandise to increase their salaries, which will also 
help a merchant increase his volume of business, and 
also eliminate the clerks that have been getting the 
merchant’s profit. 





* Address before recent North Dakota Convention. 
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Peden Iron & Steel Co. Buys 
E. L. Wilson Hardware Co. 


Following the dissolution of the E. L. 
Wilson Hardware Co. of Beaumont, Texas, 
and the surrender of its charter, the Peden 
Iron & Steel Co., Houston Texas, has pur- 
chased the Wilson company’s assets with 
the exception of real estate and buildings, 
and all the former stockholders of the Wil- 
son company have become stockholders in 
the Peden company. 

E. G. Edson, formerly president and gen- 
eral manager of the Wilson company; 
Virgil Keith, a former vice-president, 
whose father for a quarter of a century 
was president of the Wilson company, will 
be elected directors of the Peden company, 
and both continue with the organization. 

The wholesale warehouses at Beaumont 
and Houston and the retail store at Beau- 
mont, formerly operated by the Wilson 
company, have been leased by the Peden 
company, and effective 7 a. m. Tuesday, 
Sept. 3, these three establishments were 
opened and operated as heretofore, as the 
E. L. Wilson Hardware Co., with the 
former Wilson organization intact, with 
Mr. Keith, general manager; George Rose, 
assistant manager and sales manager; C. L. 
Berly, office manager and accountant; 
Raoul Mueller, purchasing agent, and C. 
H. Hoskins, manager Houston house. 

The officers of the Peden Iron & Steel 
Co. are as follows: E. A. Peden, president; 
D. D. Peden, vice-president and treasurer ; 
Jno. A Harvin, vice-president; B. E. Tay- 
lor, vice-president; Jno. W. Watts, vice- 
president; H. M. Stone, vice-president; E. 
D. Peden, secretary and assistant to presi- 
dent; B. F. Watts, Jr., general manager. 





O. C. Van Brunt Dead — Was 
Veteran Florida Merchant 


O. C. Van Brunt, senior member of the 
firm of Van Brunt & Yon Hardware Co., 
Tallahassee, Fla., left his place of business 
Aug. 14 in apparent good health, arose 
early the morning of the 15th to return to 
the job, suffered a stroke of paralysis and 
breathed his iast at high noon on the 16th. 
The manner of his demise strikingly ended 
his busy sixty-three years in this world. 

For over forty years Mr. Van Brunt had 
been identified with the best social, busi- 
ness and civic interests of Tallahassee and 
surrounding country. He had been a long 
time member of Trinity Church, serving 
on its board of stewards and board of 
trustees, as teacher in the Sunday school 
and as organizer and leader in all its activi- 
ties. 

His business career will always be re- 
membered by his utmost fairness in every 
deal. Customer or competitor will say the 
same thing: he dealt honestly. The or- 
ganization of the hardware retailers had 
his strong support. In 1926-1927 he was 
president of the Florida Hardware Retail 
Association. In spite of his advancing 
years his activities were notable in the 
amount of youth and vigor he displayed. 

In a civic way Mr. Van Brunt had 
served his fellowman with courage and 
justness as a member of the City Commis- 
sion, as a county commissioner and as clerk 
of the Circuit Court. Mr. Van Brunt was 
a Rotarian. 





Those of his immediate family who sur- 
vive him are: Brother, Prof. R. W. Van 
Brunt, superintendent of city schools, Fer- 
nandina, Fla.; his wife, Mrs. Susie Van 
Brunt, and daughters, Mrs. F. A. Hatha- 
way, Mrs. L. G. Thompson, Mrs. Ben H. 
Bridges, all of Tallahassee; sons, Dr. W. 
E. Van Brunt, Tallahassee; Horace Van 
Brunt and Raleigh Van Brunt, both of the 
Bank of Bay Biscayne, Miami, Fla.; Harry 
Van Brunt, Los Angeles, Cal. 





Roger M. Wise Joins Sylvania 
Products as Chief Engineer 


Roger M. Wise, for seven years chief 
engineer of E. T. Cunningham, Inc., now 
occupies a similar position with Sylvania 
Products Co., Emporium, Pa. This became 
effective Aug. 1. This announcement has 
been made by George L. Richell, Sylvania’s 
vice-president in charge of engineering. 








ROGER M. WISE 











Mr. Wise is one of the foremost of radio 
engineers and his experience embraces fif- 
teen years of intimate contact with every 
phase of radio activity. 

He was born at Fort Wayne, Ind., and 
received his academic technical education 
at the University of California, at which 
he won his degree as electrical engineer. 
To a significant beginning in his profession 
he added brilliant achievement in the years 
of the World War, distinguishing himself 
as chief radio electrician in the Naval Air 
Service. 

His work in this capacity was performed 
at all the major air stations, in addition to 
the Bureau of Standards at Washington. 
Seven years ago he joined the E. T. Cun- 
ningham, Inc., and later became chief en- 
gineer. 





Will Specialize in Job Lots and 
Close Out Stocks 


Hurwit Merchandise Co. 549 Park 
Street, Hartford, Conn., was organized re- 
cently to deal primarily in factory job lots 
and close-out stocks of general hardware, 
housefurnishings, electrical goods, plumbing 
goods, etc. 





Goulds Pumps Adds Distributors 
in Pennsylvania and Maryland 


Goulds Pumps, Inc., of Seneca Falls, 
N. Y., have appointed distributors for the 
full Gould line of centrifugal, power pumps 
and domestic water systems for eastern 
Pennsylvania and Maryland. The new dis- 
tributors who were recently appointed are: 
Wm. H. Taylor & Co., Inc., Allentown, 
Pa.; Henry P. Herr, Lancaster, Pa; Lang 
Engineering Co., Reading, Pa., and George 
F. Motter’s Sons of York, Pa. In Balti- 
more, Md., Chathard & Norris is also a 
new distributor for the complete Goulds 
line. 

Each of the new distributors will carry 
ample stocks to assure quick shipment and 
will be equipped to give complete Goulds 
service to their customers. 


Battery Manufacturers to Meet at 
Cleveland, October 24 and 25 


Manufacturers of storage batteries will 
be afforded another opportunity to meet 
together and discuss with each other the 
various problems now facing the industry 
at the annual meeting of the National Bat- 
tery Manufacturers’ Association. W. J. 
Parker, commissioner of the association, 
has just completed arrangements at the 
Hollenden Hotel, Cleveland, Ohio, for the 
official headquarters during the convention, 
which will be held on Thursday and Fri- 
day, Oct. 24 and 25. The election of of- 
ficers is planned for Friday afternoon. 

The program committee is now at work 
on an exceptionally interesting program 
for the two-day session. Several mem- 
bers of the United States Chamber of 
Commerce, as well as other prominent 
speakers, are to be present, and various 
technical subjects will be discussed as well 
as the problem of standardization. 

N. B. M. A. committee, all of which are 
doing constructive work for the betterment 
of the battery industry, will be ready to 
give their reports on their activities dur- 
ing the past year. The data book commit- 
tee, which have done a very valuable piece 
of work in the publication of standard 
battery specification sheets, will consider 
publication of additional data. These 
sheets have been used very effectively by 
most of the members who are looking for- 
ward to the regular annual publication. 
The guarantee committee have been work- 
ing on a standard guarantee for some time 
and will be ready to make their recom- 
mendations. 

A stag beefsteak dinner and an unusually 
attractive entertainment program has been 
arranged for Thursday evening at the Hol- 
lenden Hotel by the entertainment commit- 
tee, of which J. B. Livingston, Eagle- 
Picher Lead Company, Cleveland, Ohio, is 
chairman, who will be assisted by the fol- 
lowing: J. H. Collins, Federated Metals 
Co., Cleveland, Ohio; H. Chappell, Gras- 
selli Chemical Co., Cleveland, Ohio; A. J. 
Huston, Aetna Rubber Co., Cleveland, 
Ohio, and George Griese, The Monobloc 
Company, Dover, Ohio. 
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Chas. Freshman Co. Becomes 
Earl Radio Corporation 


Without a single dissenting voice the 
stockholders of the Chas. Freshman Co., 
Inc., on Monday, Aug. 19, voted to change 
the name of the organization to Earl Radio 
Corporation, in honor of its president. 
This change of name is in token of the fact 








C. A. EARL 











that C. A. Earl, the president, has inspired 
the success of the company during the past 
year and a half. Proxies and stockholders 
to the extent of 491,214 shares were pres- 
ent at the meeting. This represents the 
holdings of thousands of big and small 
stockholders, all of whom agree, as War- 
ren J. Keys, vice-president and treasurer of 
the company, put it at the meeting, that 
“The Chas. Freshman Co., Inc., has been so 
revitalized by our president that its old 
name no longer correctly characterizes the 
company. 

“Only by this change will the public and 
trade properly associate our product, C. A. 
Earl Radio, with the company that has 
sponsored it.” 


R. M. Boutwell Died Sept. 4— 
Was Active in New England 


Roswell M. Boutwell, treasurer of the 
Standard Horseshoe Co., Boston, past 
president of the New England Iron & 
Hardware Association, and for the past 20 
years a director of that organization, died 
Wednesday, Sept. 4, at a private hospital 
in Brookline, Mass. For a period of 
years Mr. Boutwell was treasurer of the 
Portland Iron & Steel Co., Portland, Me., 
and always has been widely known in the 
New England iron and steel trade, with 
which he was always held in the highest 
respect becouse of his many high business 
qualifications and charming personality. 
Mr. Boutwell was a native of Lyndeboro, 
N. H., born May 22, 1855. The family 
maintained a large country estate in that 
town, and Mr. Boutwell, until recent years, 
spent many summers there. 

Surviving Mr. Boutwell are his wife, 
who was Jennie Russell; two sons, Roland 
H. Boutwell, 2d, of Winchester, Mass., and 








Roland H. Boutwell, Jr., of Brookline; 
a daughter, Mrs. Maurice Crawford 
Thompson of Winchester ; and two broth- 
ers, Roland H. Boutwell, president of the 
Standard Horseshoe Co., and George S. 
Boutwell, both residing in Brockline. 


“Rich-Con” Goes on the Air 
Every Monday Night 


With a program calculated to make peo- 
ple hardware-conscious, the Richards & 
Conover Hardware Co., Kansas City, has 
gone on the air over Station WDAF. The 
“Rich-Con Musical Merchandisers” are 
broadcasting every Monday night from 
half past nine until ten. The time may be 
changed later. 

Leading units of the long “Rich-Con” line 
will be advertised in interesting fashion at 
the microphone. “Laundry Queen” wash- 
ers and “Temple-Tone” radio sets are fea- 
tured at the oufset. 

In addition to the specific purposes of 
this broadcasting campaign, the Richards & 
Conover organization will stress the im- 
portance of the retail hardware dealer and 
educate the consumer on the convenience 
and indispensability of his service. 

Win Williams, as master of ceremonies, 
the Coffman variety and novelty orchestra 
and the vocal “Queens” are the mainstays 
of the “Rich-Con” program. It is full of 
fun and melody. 


Joseph W. Wentsel Dies—Secty., 
Frantz Mfg. Co. 


Joseph W. Wentsel, secretary of the 
Frantz Mfg. Co. and the Hustler Toy Cor- 
poration, Steriing, IIl., died on the night of 
Aug. 22 in Chicago. Mrs. Wentsel was 
with him. They had been there a month 
and were planning to extend their vacation 
in Wisconsin. 

Mr. Wentsel had been in poor health for 
a number of weeks. For a time he seemed 
well on the way toward recovery. His 
passing brought a profound shock to the 
community. 

For eighteen years Mr. Wentsel had di- 
rected the sales efforts of his organization. 
He was well known among makers of 
builders’ hardware throughout the country. 
He was one of the earliest stockholders 
in the Frantz company. 

He was a member of the Christian Sci- 
ence Church and of a number of lodges and 
clubs. Besides his wife he is survived by 
four children, Robert, Louise, Florence and 


Carl. His parents are still living. Funeral 
services were held Sunday afternoon, 
Aug. 25. 


The Paine Co. Expands Produc- 
tion and Warehouse Facilities 


The Paine Company of 2947-51 Carroll 
Avenue, Chicago, Ill., has recently com- 
pleted additions to their building which in- 
creases their manufacturing space, their 
warehouse facilities and their general of- 
fices. 

An increased demand for Paine products 
has necessitated the expansion, which will 
allow the manufacturers to carry larger 
stocks and permit them to serve their cus- 
tomers promptly. 














Wm. H. Giessler Passes On; 
Hardware Man Since 1891 


Wm. H. Giessler, since 1891 a leading 
hardware merchant in Brooklyn, N. Y., 
died Friday, Sept. 6. He was nearly 60 
years of age. For several years he had been 
vice-president of the Brooklyn Hardware 
Association, and for many years a very 
active and much respected member of that 
body. 

Mr. Giessler started business in 1891 at 
First Street and Fifth Avenue, establishing 
a store which is now operated by his 
nephew, Frederick Herr. Two other 
nephews, Frederick Horn at 5401 Fifth 
Avenue, and Wm. H. Giessler, at Nostrand 
Avenue and St. James, are also hardware 
merchants and former employees of their 
late uncle. The son, Wm. H. Giessler, Jr., 
has been associated with his father for 
many years in the firm of Wm. H. Gies- 
sler, Inc., at 632 Fulton Street. 

The late Mr. Giessler was responsible 
for the training which his three nephews 
and son received and has always had their 
appreciation for being in business. 

Surviving members of the immediate 
family are the widow, two sons, Russell and 
Wm. H., Jr., and two daughters, Elsie and 
Bertha. Mr. Giessler was very active in 
civic, fraternal and church work. In fact, 
he was largely responsible for the erection 
of the church from which he was buried. 


J. B. Holston, St. Louis Manager 
for Wagner Electric Corp. 


Wagner Electric Corp., St. Louis, Mo., 
announces the appointment of J. B. Hol- 
ston as branch manager of the St. Louis 
sales office. After graduating from the 
University of Illinois in 1923, Mr. Holston 
received a thorough training at the Wagner 
plant as a student engineer, upon the com- 
pletion of which he was transferred to the 
Chicago territory as a specialty salesman 
of power-factor correcting Fynn-Weichsel 
motors. Later he represented, in addition, 
the ‘entire Wagner line of motors, trans- 
formers and fans. On Sept. 1 he was trans- 
ferred from Chicago to St. Louis to man- 
age the St. Louis sales territory. 


W. K. Hughes Has Joined 
Trimont Mfg. Co. Staff 


W. K. Hughes, who for the past ten 
years has represented Peck, Stow & Wil- 
cox Company in the Pennsylvania & At- 
lantic Seaboord territory, has become as- 
sociated with the Trimont Manufacturing 
Co. of Roxbury, Mass., manufacturers of 
the well known line of Trimo tools. Mr. 
Hughes will represent Trimont Manufac- 
turing Co. as a direct representative in 
charge of eastern sales. 


Van Baalen wit L. Best Co. 


Herbert Van Baalen recently joined the 
sales staff of L. Best Co., 28 West Broad- 
way, New York City, manufacturers and 
distributors of grinding wheels and allied 
machinery. He will cover the metropoli- 
tan territory. For the past twelve years 
Mr. Van Baalen was a salesman in the 
same territory for The Carborundum Co., 
Niagara Falls, N. Y. 
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New Barrel Bolt Deadlatch 


The Yale & Towne Mfg. Co., Stamford, 
Conn., has recently placed on the market a 
new type of deadlatch which it has termed 
“the barrel bolt deadlatch.” 

This lock resembles a barrel bolt in its 
design and simplicity of construction. It 
has unusual strength, the case being made 
of either heavy wrought steel in a japanned 








finish or heavy wrought brass in a brush 
brass finish. The hardened steel bolt is 34 
of an inch in diameter, with a 56-inch 
throw, extended to 13/16 inch when dead- 
locked. 

The beveled bolt automatically enters the 
strike when the door is closed and it can be 
deadlocked by knob from the inside and 
extra turn of key from the outside. The 
bolt can also be held in a retracted position 
if desired. 

This unique and sturdy lock has the con- 
venience and protection of the Yale pin- 
tumbler cylinder and key. 


Rotary Type Oil Burner 


A new oil burner of a rotary type, using 
a vertical shaft motor and installed in the 
ashpit of the furnace has just been intro- 
duced to the trade by Perfection Stove Co., 
Cleveland, Ohio. 

The burner is fed by gravity from an in- 
side tank or a wall pump where the stor- 
age tank is installed outside. A _ cup, 





pressed out of heavy sheet brass, picks up 
the oil from a supply reservoir and throws 
it out from its periphery in a thin horizon- 
tal sheet across a hearth where it is gasi- 
fied, mixed with air and finally burned. 

All the air required for combustion is 
supplied by a fan mounted on the atomiz- 
ing cup. The achievement in reducing mass 
and consequently heat storage capacity of 
this new burner is singular. The burner 
is constructed of pressed steel throughout, 
riveted and welded together. 

Aside from the motor itself, the rotating 
part consists only of the atomizing head 
which is a single unit, having a hub which 





slips over the motor shaft. Rotation is 
effected by a pin in the hub engaging a 
slot in the end of the shaft. The ignition 
for this new type burner is gas; the pilot 
light being so designed and located in the 
hearth that an expanding feature is not 
necessary. A measuring valve and sliding 
damper located close together outside of 
the furnace make regulation of the burner 
as to oil consumption and are an extremely 
simple matter. 

The burner, known as New Perfection 
Model “C,” is fully automatic, going on 
and off in accordance with temperature re- 
quirements Safety controls are incorpor- 
ated to guard against abnormal operating 
conditions. 

Installation of the burner in the furnace 
ashpit is a simple procedure. 





New Woven Wire Road Guard 


The W. F. Robertson Steel & Iron Co., 
at Elm and Second Streets, Cincinnati, 
Ohio, offers the trade a new style woven 
wire road guard which has withstood many 
severe tests for strength and durability. 





This fence is known as the 3-in. by 
No. 4 mesh and is made of copper bearing 
wire, hot-dipped, galvanized after weav- 
ing. It is 24 in. wide. The new guard 
is said to be resilient, flexible, and to offer 
a cushioning effect against a blow from 
an automobile. 

In tests for strength, this road guard 
fence did not stretch as much or lose its 
shape as did a similar type guard which 
was subjected to the same’ tests. The re- 
production herewith shows the company’s 
old-style guard spliced to the new guard, 
which is of a more open weave than its 
predecessor. 








Stainless Steel Kitchen Set 


Twenty kitchen tools with water and 
crack proof handles are mounted on a dis- 
play stand with easel back which is offered 
to the trade by Samson Cutlery Co., 
Rochester, N. Y. 

The brilliant porcelain-like finish of the 
handles and the bright stainless steel blades 


Complete Modern Kitchen Oubtit 
I Sanstny Toot For Every Purpose! 





and tools, together with the octagonal de- 
sign of the handles and wire shanks are 
combined to make a most attractive dis- 
play. 

The stand has a black background with 
yellow, black and white lettering. It meas- 
ures 22 by 34 inches and is known as the 
No. W2, twenty-piece set. The tools and 
cutlery can be furnished with handles fin- 
ished in apple green, Chinese red, canary 
yellow, delft blue and white. 


Plomb Line of Cold Chisels 


Of the products manufactured by Plomb 
Tool Co., Los Angeles, Cal., the Plomb 
cold chisels have met with unsual success. 
They are hand-forged from fatigue-resist- 
ing tool steel and then carefully heat- 





treated to produce a lasting cutting edge. 

Plomb cold chisels are sold singly or in 
sets. Hardware dealers can be supplied 
from eastern stocks, even though these 
products are made in Los Angeles, says 
the manufacturer. 
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New “Autoberth” Transforms 
Auto Into a Sleeping Car 


The Autoberth Company of 832-838 
West Main Street, Lansing, Mich., have 
recently introduced their automobile bed to 
the motoring public, under the trade name 
of “Autoberth.” This device, which 
unique in its field, is said to have a ready 
sale through the regular hardware chan- 
nels. 











“Autoberths” are especially designed for 
all popular priced cars of the “coach” type. | 
They enable the motorist to park his car | 
and retire within it, eliminating the neces- | 


sity of pitching a tent. They are also ex- 
tensively used by vacationists, sportsmen, 
invalids, explorers, missionaries and physi- 
cians. A novel arrangement permits only 
one berth to be lowered when it is desirable 
to use the car for ambulance purposes. 

The bed proper constructed to fit 
within the top of the car, where a covering 
to match the upholstery practically con- 
ceals it from view when not*in use. Due 
to a special design no head room is lost in 
either front or rear and only 11% inches is 
taken up in the center of the car. Each 
berth is a separate unit, weighing but nine 
pounds, as they are constructed of airplane 
aluminum and have velvet covered mat- 
tresses. According’ to the manufacturers, 
the berths can be lowered and made ready 
for occupancy in two minutes’ time. 

Any good garage, upholstery or trim 
shop can install the “Autoberth” in a few 


is 


hours by following the manufacturer’s in- | 
Prices are very | 


structions for installing. 
moderate considering the convenience the 


sleeping device offers and the saving it | 
Additional informa- | 


effects for the users. 
tion may be obtained by addressing the 
manufacturer. 


New Roper Water Systems 


To enable homes not having electric cur- 


rent available to have running water, the | 
Ith: a | 


short time ago brought out a line of gas | 


Geo. D. Roper Corp., Rockford, 
engine driven water systems to augment 
the Roper line of motor driven outfits. This 
new line includes both shallow and deep 
well systems. 

The engine used on the Roper water sys- 
tem is one that has been proved to be the 
most efficient on the market for use on this 
class of product. It has a reputation for 


dependability, is easily started by hand or ! 
foot and no cranking is necessary, says the | 


manufacturer. A circuit breaker automati- 


cally stops the engine when the pressure | 


is | 


| limit is reached, thus making the system 


| semi-automatic in operation. Engines in 
| both % and 3%4 Hp. sizes are used on the 
Roper outfits. 


| 
| 
| 
| 
| 








The engine driven water system is just 
as simple and compact as the motor driven 
outfit and has all the desirable features of 
the Roper automatic electric unit. The sys- 
tems are equipped with positive pressure 
rotary pumps are extremely simple in de- 
sign and operation, and are very easy to 
install. The engine driven Roper systems 
are available without pressure tank or 
with tank in a variety of sizes. 


Convenient Xmas Tree Holder 


The Washington Xmas Tree Holder is 
a new product of The Washington Metal 
Products Co., Washington C. H., Ohio. 

3y placing the base of the tree firmly 
in the bottom of the water bowl, the sharp 
prongs are automatically brought against 
the tree and hold it erect. The manufac- 


turer states that this product will hold 
| securely any reasonably sized tree. 

The holder is packed individually in 
boxes ready to assemble, a dozen boxes in 
case. The holder has been made 
a popular price. 


ny 


| a shipping 
to sell at 





| New Meisselbach Catalog Is 
| Devoted to Fishing Reels 
| 


A new and larger catalog of Meissel- 
| bach fishing reels has been published by 
their manufacturer, A. F. Meisselbach 
Division of The General Industries Co., 
Elyria, Ohio. 

It gives 14 of its 32 pages to the Meissel- 
bach reels in the form of advertisements, 
|} and the remaining pages, devoted to fish- 
| ing, appear as editorial matter. Many 

helpful hints for fishermen and pointers 


on angling are included, such as “Tackle 
and Its Uses,” “Care of Tackle,” and 


“Artificial Baits.” Many illustrations, pen 
and ink and action photos, brighten up 
the book and add to its effective use. Sev- 
eral new reels are catalogued for the first 
time in this book. 


Simplex Combination Pipe Vise 


A combination pipe vise has been placed 
on the market recently by Simplex Tool 
Co., Woonsocket, R. I., and features a 
steel slide that is said to eliminate the pos- 
sibility of breakage in the slide just back 
of the front jaw. 

The manufacturer states that a_ steel 
slide is particularly desirable in this type 








of vise as its extra height of jaw makes 
the slide more susceptible to breakage. 

| The pipe jaws are made of tool steel, 
| said and are reversible. The jaw in- 
|serts are made of hardened steel, held on 
| with screws and doweled to prevent loos- 
| ening. The nut in the back jaw which the 
| operating screw goes into, is made of mal- 
leable iron and is designed to prevent lifting 
up at the back—to prevent breakage in this 
part. ; 


Keystone Improved Tank Ball 


Keystone Brass & Rubber Co., 811 Chest- 
nut Street, Philadelphia, Pa., is manufac- 
turing the Keystone improved tank ball, 
which is made of pure gum rubber. The 








manufacturer guarantees this product for 
three years and says that one size will fit 
any valve made, thereby eliminating the 
necessity of the dealer carrying an assort- 
ment of sizes in order to have a complete 


stock. 
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WASHINGTON NEWS LETTER 


First steps taken in compilation of distribution data for 1929, when 
a tentative schedule was mailed last week by Bureau of Census. First 
time in history of the country that such an undertaking has been 


(Washington Bureau of HARDWARE AGE) 


The first to be prepared, the Chief 
Statistician for Distribution, Bureau 
of Census, mailed out on Wednesday of 
last week a tentative schedule which is 
being considered for use in the Census 
of Distribution in arriving at the com- 
modity distribution of the largest re- 
tail establishments and all other retail 
establishments from which it will be 
possible to get detailed commodity sta- 
tistics. The schedules were sent to 
trade associations and mark the initial 
step toward active compilation of dis- 
tribution data for 1929, the first time 
in the history of the country that such 
an undertaking has been instituted. 
It is realized that before the schedules 
are permanently drafted and printed a 
great deal of study and revision likely 
will have to be made and with that in 
view suggestions are invited with the 
request that they be made as soon as 
possible. 

Attention was called to the fact that 
it is understood that the lack of book 
data relative to the specific commodity 
sales will make it impossible to get 
such detail from many of the small and 
moderate size dealers. It is the opin- 
ion, however, that a large part of the 
retail business can supply such a com- 
modity break-up, and it is understood 
that concerns unable to furnish the 
Bureau such detail will at least furnish 
information showing their total net 
sales, thereby showing what percent- 
age of each trade group has furnished 
information relative to its sales by 
commodities. In order to get com- 
modity information from as large a 
proportion of the retail trade as pos- 
sible, the Bureau suggested that con- 
cerns unable to give their sales by de- 
tailed commodities should give their 
sales by commodity groupings, “as, for 
example, many of those unable to show 
sales of specific kinds of furniture 
could show their total sales of fur- 
niture as distinguished from their sales 
of groceries, hardware, etc.” 

“It is understood that it will be 
absolutely necessary to keep the num- 
ber of commodities within as small a 
compass as possible,” Dr. R. J. McFall, 
chief statistician, pointed out. “How- 
ever, we do not feel confident that the 
selection of commodities on this tenta- 








instituted. 
By L. W. MOFFETT 


tive list is the best that can be made, 
and we should be grateful for your 
comments, with the understanding that 
any great enlargement would be im- 
practicable. The commodity list in- 
cluded in the attached includes a num- 
ber of items which are underlined and 
preceded in the margin by AAAA. 
These commodities were suggested by 
a committee of the American Associ- 
ation of Advertising Agencies. The 
regular items marked off have been 
marked off at their suggestion. All 
items not preceded by AAAA in the 
margin are on the original list as made 
up by this office in cooperation with a 
representative group of retailers.” 

The attached schedule to which the 
chief statistician referred is exhaus- 
tive. The list classified under hard- 
ware consists of only three items, none 
of which are marked AAAA, the items 
being Builders’ and Shelf Hardware; 
Carpenters’ and Mechanics’ Tools and 
General Hardware. Under other clas- 
sifications, however, are many articles 
handled by hardware stores, such as 
kitchen utensils, refrigerators, stoves, 
heaters, and washing machines, classi- 
fied under House Furnishings; paints, 
varnishes, glass and painters’ supplies, 
classified under that separate heading 
and a vast number of other items 
throughout the schedule. It is an ex- 
ample of the difficulty ,of defining 
specifically the different trades, such 
as hardware, and it is evident that a 
great deal will have to be done in the 
way of breaking up the different 
classes in order to get details as to dis- 
tribution of single items. Much of this 
work apparently cannot be done on a 
precise basis. But census agents will 
be instructed to get separate items 
wherever possible but when they ecan- 
not do so they will get total sales and 
efforts will be made to break them 
down into itemized classes as far as 
possible. 

It is realized that records of retailers 
generally are not adequate or uniform 
for the purposes of precise, detailed 
distribution statistics. It has been 
pointed out that, for example, one store 
may lump sales of a number of articles 
while another will group sales of dif- 
ferent articles or there might be mix- 
ing of such articles by a third store in 
grouping sales. Moreover, Depart- 


ment stores, for instances, might carry 
a list of articles under its so-called 
hardware section that would vary from 








those carried in a hardware unit of 
another Department store. And neith- 
er would reflect the same sales as those 
of a store devoted exclusively to hard- 
ware lines. 

The work of preparing a tentative 
schedule has nevertheless. been pre- 
ceded by a great deal of preliminary 
study and investigation, including the 
trial surveys of retail distribution in 
hardware and other lines. As is 
known the work of the distribution 
census is in charge of an advisory com- 
mittee of business men and economists 
who were appointed by Secretary of 
Commerce R. P. Lamont to cooperate 
with the Department of Commerce in 
taking the first national census of dis- 
tribution in 1930 and it is hoped to 
begin the retail census early next year, 
possibly in February. The advisory 
committee is headed by F. M. Feiker, 
managing director, Associated Busi- 
ness Papers, Inc., New York. The Ad- 
visory Committee named _ executive 
committee to assist in preparing the 
schedules and Mr. Feiker also heads 
the executive committee for the Census 
of Distribution. Consideration was 
given to the selection of subcommittees 
of the executive committee to assist in 
drafting schedules for particular trades 
by members familiar with particular 
lines. This idea was abandoned, how- 
ever, and instead it was decided to 
refer the schedules to interested trade 
associations and other sources. 

The battle over the tariff is being 
staged in the Senate and like all such 
combats is characterized by much talk, 
some of it heated to the point of ex- 
plosion, intended perhaps to a large 
degree for the benefit of the folks back 
home. There are all sorts of prophecies 
as to what will happen to the tariff 
program and when it will happen, to- 
gether with the whyness of the situa- 
tion. Perhaps the best prophecy is no 
prophecy. 

Certainly one thing can be said for 
the report on the revised bill made by 
the majority members of the Senate 
Committee on Finance. It is far from 
being a bombastic political document 
as such reports so frequently have been 
in the past. It seems to have been the 
purpose of the Republican members of 
the committee to state simply what 
they did to the House bill—and they 
did a great deal—explain as simply as 
possible why they did it and let it go 
at that. 
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GENERAL MARKET NEWS 








Well—Good 





Summer Hardware Trade Held Up 


Fall Demand 


Expected for Hardware 


NEw YoRK, Sept. 11—Following a summer that held up remark- 
ably well throughout the country, the hardware trade is preparing 
for a very satisfactory fall trade. Many of the important market 
centers indicate that both wholesalers and retailers will report 
volumes exceeding those of last year when the twelve months have 


been rounded out. 


At the present school supplies and their kindred items are in 


strong demand. 


It is felt that termination of higher temperatures 


will be followed by brisk demand for seasonal and staple lines of 
hardware throughout the country, though heavy buying of seasonal 


lines will come later. 


The general situation, at this time, is highly satisfactory. 
Prices are showing very few changes in any section. 
Collections are improving somewhat over those of last week. 





Commercial Failures Show De- 
cline in Week Ended Sept. 7 


With the returns covering five business 
days only, owing to Monday’s holiday, fail- 
ures in the United Statés the week ended 
Sept. 7 numbered 300. That is a daily 
average of 60, which is slightly lower than 
the previous week’s average, according to 
R. G. Dun & Co. A year ago, when the 
statement also was for five days, the total 
of defaults was 321. Hence the present re- 
port again reflects an improvement over 
hat for 1928. 

The number of insolvencies in Canada 
this week declined to 19, from 35 last week, 
and also were less than the 23 failures re- 
ported to R. G. Dun & Co. a year ago. 

3usiness failures for the week (five 
days) ended Sept. 5, as reported by Brad- 
street’s Journal, New York, number 235, 
which compare with 263 last week, 275 in 
the like week of 1928, 280 in 1927, 290 in 
1926 and 286 in 1925. Business failures 
in New England district totaled 31, in the 
Middle Atlantic 50, Western 61, North- 
western 19, Southern 49 and Far West- 
ern 25. 


Sargent & Greenleaf, Inc., Issues 
New Prices to Customers 


M. J. Buckpitt, sales manager, Sargent 
& Greenleaf, Inc., Rochester, N. Y., makes 
the 


following announcement concerning 





prices, and dated Sept. 3: “We are issu- 
ing new price lists and establishing new dis- 
counts on our entire line of locks and build- 
ers’ hardware, covering a price change 
which we put into effect April 22. The 
new list prices which we are establishing 
have been changed so as to use standard 
discounts, which will be much more easily 
figured by our customers.” 


Freight Loadings Up 29,266 Cars 
Making All-Time Record 


Freight traffic is now the heaviest ever 
reported for this season of the year, ac- 
cording to reports filed Sept. 4 by the 
railroads with the car service division of 
the American Railway Association. 

Revenue freight loadings for the week 
ended on Aug. 24 totaled 1,129,533 cars, 
which was not only the highest for any 
week so far this year, but the highest for 
any corresponding week on record. Com- 
pared with the same week last year, this 
total was an increase of 48,835 cars, while 
it also was an increase of 20,192 cars over 
the same week in 1927. 

The total for the week of Aug. 24 this 
year also was an increase of 29,266 cars 
over the preceding week this year, increases 
being reported in the loading of all com- 
modities. 


1930 Wire Cloth Prices Lower; 
Competitive Pricing Expected 


Opening prices on copper and bronze 
wire cloth for the 1930 season, announced 
recently, are lower than the 1929 closing 
prices. Prospective changes in freight de- 
liveries and freight equalization suggest a 
keen competition among manufacturers for 
1930 business. The Hanover Wire Cloth 
Co. has put into effect the following re- 
vised freight allowances: For shipments 
east of the Mississippi River, including the 
cities of St. Louis, Duluth and New Or- 
leans, full delivery on carloads and on less 
than carloads actual freight, not to exceed 
80 cents per hundred pounds, will be al- 
lowed. For points west of the Mississippi 
River freight from factory to St. Louis, 
Mo., will be allowed on carloads and actual 
freight not exceeding the carload rate to 
St. Louis on less than carload shipments. 

Opening prices on steel wire screen cloth 
have not yet been announced by any of the 
leading manufacturers. They may be ex- 
pected at any time, however. 


Farm Price Level Rises Three 
Points in Week 

The index of the general level of farm 

prices advanced from 140 to 143 per cent 

of the pre-war level from July 15 to Aug. 

15, according to the farm price index of 








the Bureau of Agricultural Economics, De- 
partment of Agriculture. 

At 143, the index is 4 points higher than 
in August a year ago, the increase being 





the result of higher farm prices of wheat, 
oats, rye, flaxseed, hay, potatoes, apples, 
hogs, beef cattle, veal calves, butter, chick- 
ens and eggs. Lower farm prices are re- 
ported, however, for corn, barley, cotton 
and cottonseed, sheep and lambs, butter- 
fat, wool and horses than in August, 1928. 





Bank Debits Drop 5 Per Cent to 
17,140,000,000 Total 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended Aug. 28, 
aggregated $17,140,000,000, or 5 per cent 
below the total reported for the preceding 
week and 27 per cent above the total re- 
ported for the corresponding week of last 
year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to approxi- 
mately $16,385,000,000, as compared with 
$17,215,000,000 for the preceding week and 
$12,810,000,000 for the week ended Aug. 29 








last year. 
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Chicago Summer Trade Held Up Well— 


Future Looks Favorable 


(Chicago office of HARDWARE AGE) 

CHICAGO, Sept. 11.—Vacation time, it seems, has had little or no" 
adverse effect on hardware volume. A year ago wholesalers and re- 
tailers were complaining of the summer slump. They blamed it on 
the weather and the time lost in summer outings. It is certain that 
just as many people in the trade as ever have been taking their an- 
nual vacations this year, yet there is no evidence of their absence 
from business in the volume curve. 

July and August held up better than most observers expected and, 
unless demand should sag for no reason now discernible, it appears 
virtually certain that both wholesale and retail volumes throughout 
the West and Southwest will exceed those of 1928 when the present 
year’s total can finally be footed. 

Credits are healthy. They tend toward betterment. Collections 
are coming in with relative ease. Iron and steel mills in this dis- 
trict are operating at high capacity. Firmness characterizes the 
steel market with the exception of the fact that some concessions 
have been made on heavy mill deliveries of nails, woven wire and 
galvanized sheets. 


Shipments of woven wire from the | 3en De Luxe colored, plain dial, $31.68 
: r of . 2 per doz.; Big Ben, colored, luminous 
mills cae showing some rather MneKs dial, $42.24 per doz.; Baby Ben, plain 
pected increases, which is taken as a dial, $27.48 per doz.; Baby Ben, lum- 
forecast of fall demand. Prices through- 


inous dial, $37.92 per doz.; Baby Ben 
De Luxe, nickel plain dial, $31.68 per 


out the general hardware range are doz.; Baby Ben De Luxe Nickel lum- 
* re: are ‘. inous dial, $42.24 per doz.; Baby Ben 
steady, with scarcely any changes of De Luxe colored plain dial, $31.68 
importance. Some upward revision 1S per doz.; Baby 3en De Luxe colored 
: tri sas an. luminous dial, $42.24 per doz.; Amer- 
expected in electric wiring. Rope ap ica plain dial, $12.60 per doz.; Amer- 
pears somewhat uppish because of the ica luminous dial, $18.96 per doz.; 
» ity ocr atc America Colored Clocks, $12.60 per 
reported scare ity of raw sisal. Linseed doz.; Sleepmeter plain dial, $16.80 per 
oil is high, but promises to go no doz.: Sleepmeter luminous dial, $25.20 
; sak P co Traci “3 per doz.; Ben Hur plain dial, $21.12 
higher. A brisk demand 18 registering per doz.; Ben Hur luminous dial, 
for electrical appliances. Radio is ac- Nickel, $29.52 per doz; Ben Hur plain 
tive dial, colored, $21.12 per doz.; Ben 
“ , : Hur, luminous dial, colored, $29.52 
Everything that can be classified as per doz.; Tiny Tim Nickel or colored 
> ; ic j j : finish, $18.00 per doz. New Model 
school equipment ~ ae. with a rush. Pocket Ben Watches, $12.60 per doz.; 
Bicycles are showing volume. So are New Model Pocket Ben _ Watches 
alarm clocks. Lunch kits, thermos bot- luminous dial, $18.96 per doz.; Lots 
“ee 2 of 2 dozen or more, all one kind or 
tles, watches and similar goods affected assorted, are subject to an extra dis- 
by the opening of school are ready sell- count of 2% per cent. In lots of 6 
. oF ° dozen or more, all one kind or as- 
ers. Though it is warm this week, the sorted, are subject to an extra dis- 
approach of cooler weather is manifest count of 5 per cent. Westclox and 
2 : > Watches, plain and luminous dials, 
in the decline of the trade in bottling may be assorted to obtain quantity 
supplies. discounts. 


Fishing tackle, golf supplies and| aAyTOMOBILE ACCES SORIES.— 
other fall sporting goods show activity. | Tires show a steady demand. No price 
Coal hods and circulating heaters herald | changes are reported. 
the coming winter with their lively . 
movement. Prepared roofing, steel vAlcene F. ae Guicaae. — 
sheets and sash weights are in demand. Spark Plugs.—Splitdorf for Fords, 


. ‘ . 50c. each; regular 58c. each; Cham- 
ALARM CLOCKS AND WATCHES.— pion X, 45c. each; Champion Blue 


Demand continues satisfactory, espe- Box line, 53c. each; A. C., 53c. each; 

cially for colored clocks. Prices are psa lca ne 

firm. Spot Lights.—Appelton, No. 3280, 
5.50 each. 

TAILERE. F. + app yo _ Y gnotns_Meteih dozen pair lots, 


3ig Ben, plain dial, $27.48 per doz.; pitts — ee vet ace 
Big Ben, luminous dial, $37.92 per Jacks.—National Standard No. 21, 
doz.; Big Ben, De Luxe Nickel, $31.68 $1.30 each. 
per doz.; Big Ben, De Luze Nickel, Pumps.—Rose, 1% in., cylinder, 
luminous dial, $42.24 per doz.; Big $1.85 each. 








Tires and Tubes.—Mansfield tires 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6. 50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield 
$1.30 each; 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each: 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 


Less 10 per cent on casings and 
12% per cent on tubes. 


Anti-Freeze Solutions. — Prestone, 
$3.80 per gal. in less than full case 
lots; in full case lots, $3.60 per gal. 


BICYCLES.—Because of the opening 
of the schools this line is in active de- 
mand. Prices are low, but firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 


Double Bar Motor-Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $22.60. 


BOLTS AND NUTS.—The demand has 
been holding up well during the sum- 
mer months. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. 
All discounts are quoted from “full 
case” lists. 


BOTTLING SUPPLIES.—Activity is 
slowing down because of the approach 
of cooler weather. No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Single bottle washer, $4.75 each; 
double bottle washer, $2.75 each; 
adapter for bottle washer, $1.60 each; 
sugar spacer, $4.25 each; improved 
steel bottle capper, $8.00 doz.; crown 
caps, double lacquered in 50 gross 
lots, 15%4c. per gross; syphon hose 
sets, $5.00 doz.; 16 oz. clear bottles, 
$5.00 gross. 


BUILDERS’ HARDWARE.—Prices are 
firm. Sales are somewhat ahead of last 
year. 


JOBBERS’ eb tte pe TO RE- 
TAILERS, F.O.B. CHICA 


3% x 3% steel butts, old copper or 
dull * brass finish, $2.16 per doz, pair 
in case lots; less than case lots, $2.34 
per doz. pair. 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 
doz. paid in case lots; less than case 
lots, $3.12 per doz. pair. Heavy steel, 
bevel, inside sets, 6.00 per doz. sets 
in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder, front door sets, 
$6.00 per set. 


COAL HODS.—Orders for Septembe: 
are increasingly heavy. Prices are at a 
favorable level. 


JOBBERS’ QUOTATIONS TO RE- 
i vane F.0.B. CHICAGO: 


ialvanized, 16 in., open, $4 doz.; 
17 in., $4.30 doz.; 18 in. $4.70 doz.; 
Jap anned, ore n, 16 in., 95 doz.; 
17 in., $3.25 doz.; 18 in., $3.65 doz.; 
Galvé or funnel, 17 in. $5.35 
18 in., $5.80 doz. Japanned, funnel, 
17 in. ” $4. 10 doz. 
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CARPET SWEEPERS. — Sales 
good. No new prices. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO 


Bissel’s Standard, $36.00 doz.; Uni- 
versal Japanned, $42.00 doz.; Univer- 
sal Nickeled, $46.00 doz.; Grand 
Rapids Japanned and colors, $44.00 
doz.; Grand Rapids Nickeled, $48.00 
doz.: American Queen, $54.00; Parlor 
Queen, $56.00. 


CHAINS.—Demand 
show no change. 
JOBBERS’ QUOTATIONS TO RE- 


is active; prices 


TAILERS, F.O.B. CHICAGO: 
%-in. Proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 


40-10 per cent list. 


COPPER RIVETS AND BURRS.—A 
reduction in discounts was reported last 
week. Sales are heavy. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Copper rivets and burrs, 30 and 5 
per cent discount. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT.—Rumors of an early 
price advance are still heard, but no 
actual change has yet beeen announced. 
Appliances and batteries are especially 
active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Merchandise. — No. 14 
rubber covered wire, $6.50 per 1000 
ft.; in less than 1000 ft. lots, $6.75; 
No. 18 lamp cords, $11.25 per 1000 ft.; 
in 1000 ft. lots, $10.50; ¥%-in., brush 
brass key socket, 13c. each; lots of 25 
12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two 
piece attachment plugs, 5c. each; dry 
cells, boxes of 55, 321%4c. each; less 
than case lots, 36c. each. 


Electrical 


Electrical Appliances. — Irons, Hot 


Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal, 9169, $16.65. 


Electric Fans.—6 in. Polar Cub, 
$2.75 each, lots of 12. 
Polar Cub, $3.20 each, 
$3.05; 10-in. Oscillating Cub, $7.00 
each, lots of 12, $6.65; 8-in. North- 
wind, $4.55 each, lots of 10, $4.39; 
10-in. Oscillating Northwind, $10.50 
each, lots of 10, $10.13 


Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 771, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 


Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; UX-227, $1.50; UG-171A, 
$1.35; UX-250, 6.60 each; UX-245, 


$2.10 each; ape 


FLINT PAPER.—In accord with the 
season, demand is light. Prices are un- 


224, $2.40 each. 


changed. 
JOBBERS’ ba ale oF Be gM TO RE- 
TAILERS, F.O.B. CHICA 
9 x 11 sheets, in bundles, No. 9, 


same No. 1, $4.85 per 
ream; 8% x 10% sheets, in bundles, 
No. 0, $3.65 per ream; same, No. 1, 
$4.40 per ream; 9 x 11 sheets, in 
boxes, No. 0, 100 sheets per box, 84c.; 
9 x 11 Sheets in boxes, No, 1, 75 
sheets per box, 76c.; 8% x 10% 
sheets, No. 0, 100 sheets per box, 76c.; 
8% x 10% sheets, No. 1, 75 sheets 
per box, 67c. 


FISHING TACKLE.—Sales are hold- 


ing up well. Prices are firm. 


JOBBERS’ gh He TO RE- 
TAILERS, F.O.B. CHICA 


Bronson Level Winding ie $1.50 


$4.05 per ream; 


are 





each; Meisselbach Level Winding 
Reels, $3.00 each; Heddon Chief 
Dowagiac Reel C4CD, $7.00 each; 





Heddon Golden Rod, $13.25 each; 
South Bend Plunk-Oreno, $8.00 doz.; 


South Bend Crippled Minnow, $6.80 
doz.; South Bend Teaz-Oreno, $5.00 
doz.; South Bend Whirl-Oreno, Dis- 
play on cards, $2.00 card; Creek 


Chub Pike Minnow Assortment, $1.00 
asst.; Creek Chub Lucky Mouse As- 
sortment, $4.00 asst.; Creek Chub 
Injured Minnow Assortment, $2.00 
asst. 


FRUIT PRESSES.—Sales show a good 
deal of improvement. Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CHICAGO: 
4 qt. tinned cylinder, $3.25 each; 6 
qt., $4.00 each; 12 qt., 6.00 each; 


fruit presses, wood tubs, No. 0, $3.90; 
1, $7.40; No. 2, $9. 75; No. 3, 


sg 00; No. 5, $24. 50 
GLASS AND PUTTY.—Prices are 
steady, with the usual mid-summer 


quietness in sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Single strength A, all brackets, 85 
per cent discount, single strength B, 
all brackets, 87 per cent discount: 
double strength A, all brackets, 85 
per cent discount, double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $3.90 per 100 lbs.; 
commercial, $3.15 per 100 Ibs. 


GRAIN SCOOPS.—Demand is increas- 
ingly strong as the fall harvest season 
approaches. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


No. 8, $14 per doz.; No. 10, $15 
per doz.; No. 12, $16 per doz; No. 


14, $17 per doz. 


GOLF GOODS.—An active demand con- 
tinues for high-grade merchandise in 
this line. 


No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Hillerich & Bradley Matched Wood 
Clubs, No. 3A, $30.00 set; Grand Slam 
Irons, chromium heads, $4.00 each; 
Lo-Skore Wood Clubs, rustless shafts, 
$3.65 each; Lo-Skore Irons, hickory 
shafts, $2.35 each; Competition Clubs, 
nickel plated heads, aluminum cap 
grip, $1.35 each; Community Clubs, 
Woods and Irons, 80c. each; Craw- 
ford-McGregor Uni-Sets, McGregor 
Duralite Matched Irons (6 in set), 
$36.00 set; Silver King Golf Balls, 
£7.50 doz.; Royal Golf Balls, $6.50 doz. 


HAMMERS AND HATCHETS.—Sales 
are slow on edged tools, but heavy on 
nail hammers. Prices remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Hammers.—First quality, 10 oz. 


nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 


hatchets, No. 2 broad, $12.50 doz. 


NAILS, WIRE AND STAPLES.—De- 
mand gets stronger as the season ad- 
vances. 


No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


L.c.l. quantities common wire and 


cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 


Mill shipment price is $3.05, base. 
Carload (36,000 1b.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 


No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
3.75 per 100 Ib.; catch weight spool 


galvanized cattle or hog wire, $3.80 
per 109 lbh.: nolished fence staples, 
$3.55 per 100 Ib. 


PYREX WARE.—There 
dence of increased demand as the sea- 
son advances. 


SCREWS.—Demand is good. 
price changes are reported. 





PAINTS AND OILS.—Prices are hold- 
ing firm after the recent advance on 
linseed oil. Other prices are steady and 
the demand is normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, $1.12 
per gal.; 5 barrel lots, $1.09 per gal. 
Linseed Oil, Boiled.—Barrel lots, 
$1.15 per gal.; 5 barrel lots, $1.12 per 
gal. 
Denatured 
63c. per gal.; 
returnable. 


Alcohol.—Barrel lots, 
steel drums, extra, $6, 





Turpentine.—Drum lots, Tle. per 
gal., net. 

White Lead.—100 lb. kegs, $13.50 
cwt.; 50 Ib. Kegs, $13.75 cwt.:; 25 Ib. 
kegs, $13.75 cwt.; 12% Ib. penn $14 
cwt, 

Shellac (4 Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 


per gal. in barrel lots. 


English Venetian Red.—In barrels, 


5%4c. per Ib.; in 100-lb. lots, 6%c. 
per lb. . 

Dry Paste.—Barrel lots, 7%c. per 
lb. 


PREPARED ROOFING. — Prices are 
steady following the recent advance. 
Sales improve as fall approaches. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


Best grade, selected surfaced, pre- 


pared roofing, $2.16 per square; me- 
dium grade, slate surfaced, $1.99 


best grade, tale surfaced, 
square; medium grade tale 
surfaced, $1.48 per square; light 
grade tale surfaced, $1.00 per square; 
red rosin sheathing, $50 per ton. 


per square; 
$2.10 per 


is some evi- 


Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
$12 


Round casseroles, 1 qt., 
doz.; 1% qt., $14 per doz.; 2 qt., $16 
casseroles, same 


per doz.; Oval 
prices as round, 8-in. pie plates, $6 


per 


per doz.; 9-in. pie plates, $7.20 per 
doz.; small utility dishes, $8 per 
doz.; large utility dishes, $14 per 
doz. 


ROPE.—It is believed that prices will 
remain unchanged throughout Septem- 
ber and October. 
in the supply of sisal fiber. 


A shortage is reported 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Best manila, standard brands, base, 


22c. per Ib.; No. 2 manila, 20c. per 
Ib.; finest sisal, 15c. per lb.; No. 2 
sisal, 14%c. per Ib. 


SASH ,CORD.—Sales volume is good. 
Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Standard grade, No. 7, $7.94 per 


doz.; No. 8, $9 per doz.; competitive 
grades, No. 7, $7.45 per doz.; No. 8, 
$8.55 per doz. ° 


SASH WEIGHTS.—No price changes. 


Urban demand has been normally 
heavy. 
JOBBERS’ 


QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Ideal (full weight) less than car- 
load lots, $36 per ton. Carload lots, 
$33 per ton. 


No recent 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head, blued, 40 per cent; flat 
head _ brass, Ah per cent; round 
head brass, 321% per cent. Larger 
orders 10 per cent less, 


STEEL SHEETS, FLAT OR CORRU: 
GATED.—Sales are very active. 
gins are narrow. 
ever. 


Mar. 


Prices are firm, how 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

24-gage, galvanized sheets, $4.90 
per 100 ‘lb.; 24-gage black sheets, 
$4.05 per 100 Ib. 
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Georgia’s Bumper Crops Indicate Best 
Fall Trade in Years 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., Sept. 3.—Improvement in agricultural prospects 
throughout Georgia and adjoining States has reflected to a great 


extent on the trade of local hardware jobbers. 


Reports from every 


section of the State show splendid conditions, with south Georgia 
enjoying its greatest period of prosperity as a result of the magnifi- 
cent tobacco and melon crops and the good price received for them. 
Other sections of the State are looking forward to the best fall in 


many years as a result of bumper corn and cotton crops. 


Optimism, 


of course, is prevalent in view of this bright outlook of prosperity, 
and local hardware jobbers are looking forward to an exceptionally 


good fall business. 


No important price changes have been reported this week and 


collections are only fair. 


AUTOMOBILE ACCES SORIES.— 
Sales are good on auto tires and acces- 
sories. No indication of change in price. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 

Auto Chains.—Weed and Rid-O- 
Skid chains, list, less 30 per cent; 12 
to 49 pairs, 35 per cent off; 50 pairs 
or more, 40 per cent off. 


Champion X spark plugs, 45c. each. 
Champion blue box, 53c. 
No. 1 Springfield pumps, $1.75 = 


Mansfield tires, 4 ply balloon 
29 x 4.40, $7.40, tubes, $1.50; 30 x — 50, 
$8.25, tubes, $1.60: 39 = 4.75, 
ant $1. 70; 29 x 5.00, $9.90, 
; 30 x 5.00, $10.20, tubes, $1.80; 31 
$10.65, tubes, $1.85; 32 x 5.00, 
ot tubes, $1.90; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, $12.25, tubes, 
$2.05; 29 x 5.50, $12.65, tubes, $2.25. 
Mansfield 6 ply tires, 31 x 5.26, 


$14.70, tubes, $2.05; 30 x 6.00, $16.15, 
tubes, $2.25; 31 x 6. 00, $16.65, tubes, 
$2.30; 32 x 6.00, $16.95, tubes, $2.40. 


ALARM CLOCKS AND WATCHES.— 
Order indicate a good demand and is 
being met with adequate stocks. Prices 
remain the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Each 


America, plain, in colors and 
en GEE SNio deepens scccene 1.05 
America, luminous dial........ 1.58 
Big and Baby Ben, plain...... 1.29 
Big and Baby Ben, luminous... 3.16 
Big and Baby Ben De Luxe, 
plain, in colors and _ nickel 
re ee 2.62 
Big and Baby Ben, luminous.. 3.50 
3en Hur, luminous, in colors 
Ont Bile! BRIG... 0s esssces 2.46 
Ben Hur, plain, in colors and 
i eae -76 
Biss BEOtOE, GARR ..0.5 2 ccccasee 1.40 
Sleep Meter, luminous.......... 2.10 
Tiny Tim in assorted colors... 1.50 


Pocket Ben watches............ 1.05 
Glo Ben watches, luminous.... 


AXES.—Orders are good and stocks 
ample to meet demand. Prices are 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Single pit, base wright, unhandled, 
$14.65 to $16.00 per dozen. Double bit, 
$19.65 to $20.50 per dozen. Single bit 
with No. 1 handles, $18.90 per dozen. 
Double bit with No. 1 handles, $23.90 


per dozen. : 
BOLTS AND NUTS.—Bolts and nuts 
are moving in nice quantity, with stocks 
in good shape and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
carriage and machine 


Cut thread 





bolts, 60 per cent off; rolled thread, 
60-10 per cent off; lag screws, 60 per 
cent off; hot and cold pressed nuts, 
50-10 per cent off; stove bolts, 75 per 
cent off, 
BUTTS AND HINGES.—Business 
only normal, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 

Dull brass plated butts, 3% x 3%, 
18c. per pr.; 4 x 4, 28c. per pr. 

Loose pin butts, 2% x 2%, $1.00 per 
doz. prs.; 3 x 3, $1.10 per doz. prs.; 
3% x 3%, $1.35 per doz. prs.; 4 x 4, 
$1.90 per doz. prs. 

Heavy strap hinges, 4 inch, 90c. 
per doz.; 5 inch, $1.30 per doz.; 6 
inch., $1.50 per doz.; 8 inch, $2.50 per 
doz.; 10 inch, $4.10 per doz.; 12 inch, 
$7.30 per doz. 


BALE TIES.—There is a good demand 


for bale ties at present. 
and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

9 x 16%, 93c. per bundle; 9% x 16, 
$1.05 per bundle, 9% x 15%, $1.20 per 
bundle; 9% x 14%, $1.45 per bundle. 


Stocks refilled 


CLIPPERS.—Business is about normal 


on clippers. : 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Brown & Sharpe—Bressant or nar- 
row plate—$4.50, less 25-10 per cent. 
American Gentleman, $3.00, less 
33%, per cent. 


COTTON MOPS.—This item has been 


selling fast and continues so, 
prices the same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
14 oz., $5.90 per doz.; 18 oz., $6.40 
per doz. 


with 


FILES.—Orders are steady on files 
Stocks are well assorted and no changes 


In price, 
JOBBERS’ wae” wae neat, TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
Simonds files, list, less 50 per cent; 
Black Diamond, list, less 50 per cent: 
Great Western, list, less 60 per cent; 
Royal, list, less 70 per cent. 


FORKS.—Are selling good. Prices are 


steady, with ample stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

4-tine manure forks with 4% ft. 
strapped handles, $10.50 doz.; 5-tine 
manure forks with 4% ft. strapped 
handles, $12.50 doz.; 6-tine manure 
forks with 4% ft. strapped handles, 
$14.50 doz.; 4-tine spading forks, 
$9.00, $11. 00, $12.50, $21.00 per doz.; 
3-tine hay forks with 5 ft. handles 





$9.50 and $11.75 per doz.; 10-tine seed 
forks, $27.000 per doz.; 12-tine seed 
forks, $30.50 per doz.; 10-tine coke 
forks, $27.50 per doz.; 12-tine coke 
forks, $30.50 per doz.; 8-tine stone 
forks, $21.50 per doz.; 10-tine stone 
forks, $26.75 per doz.; 12-tine stone 
forks, $31.00 per doz. 


GALVANIZED WARE.—Good business 


is reperted on galvanized ware. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.; 
No. 3, $8.40 per doz. 

S quart galvanized pails, $1.98 per 
doz.; 10 quart, $224 per doz.; 12 
quart, $2.46 per doz.; 14 quart, $2.76 
per doz.; 16 quart, $3.34 per doz. 

10 quart galvanized fire pails, round 
bottom, stenciled, $4.50; 12 quart, 
$4.75 per doz. 

5 gal. garbage cans, $6.35; 7 gal., 
$8.75; 10 gal., $9.25 per doz. 


GARDEN RAKES.—Orders are fair, 


with well assorted stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

12-tine steel bow rakes, $10.50 per 
doz.; 14-tine steel bow rakes, $12.00 
per doz.; 16-tine steel bow rakes, 
$13.50 per doz.; 10-tine malleable 
rakes, $5.00 per "doz.; 12-tine malle- 
able rakes, $5.40 per doz.; 14-tine 

malleable rakes, $6.00 per doz.; 16- 
tine malleable rakes, $6.50 per doz. 


GAME TRAPS.—Traps are moving 
Also booking orders for future 


well. 
delivery. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Victor No. 0, $1.10 per doz.; 
No. 1, $1.40 per doz.; Victor No. 1% 
$2.20 per doz.; Victor No. 2, $3.36 per 
doz.; Victor No. 3, $5.48 per doz. 


HAMES.—Business is fair on hames. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 





NO: Gi TOMS BRR sco cccscccs 
No. 61 Hook and Ring .. 
No. 161 Lone Star ...... 

No. 31 Lone Star . 

No. 75 Lone Star Steel. 


HANDLES:—Orders indicate 1 a good de- 


mand for handles. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

No. 1 D spade shovel and scoop 
with steel D, $4.00 doz.; No. 1 D cot- 
ton seed fork with steel D cape strap 
and ferrule, $6.50 doz.; No. 1 D spad- 
ing fork handles with steel D cap 
strap and ferrule, $6.00 doz.; No. 1, 
4% ft., bent a handles, $4. 00 per 
doz. ; No. 1, 4% ft., bent spade han- 
dles, $3. 50 per Pag No. 1, 4% tt., 
plain manure fork handles, $2.50 per 
doz.; No. 1, 4% ft., with cap strap 
and ferrule, $4.00 per doz.; No. 1, 
6 ft., rake handles, $3.00 per doz. 


NAILS.—Sales are good and prices re- 


main unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
$1.25 per keg base. 


POST HOLE DIGGERS.—Orders have 


been good on hole diggers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
$14.00 and up. 


POTATO HOOKS.—Have been moving 


well. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 

4-tine (oval or round tine), $9.50 
per doz.; 5-tine (oval or round tine). 
$12.00 per doz.; 6-tine (oval or round 
tine), $13.00 per doz. 
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PULLEYS (HAY FORK).—Sales have 


been fair. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
5-inch hay fork pulleys, $4.00 per 
doz. 
ROOFING.—Is moving in good volume. 
Prices remain the same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
1 ply smooth surface, $1.00 per roll; 
2 ply smooth surface, $1.20 per roll; 
3 ply smooth surface, $1.40 per roll; 
green or red slate surface, $1.95 per 
roll. 


SAWS (CROSS CUT).—Orders indicate 
a good demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
Simonds Crescent ground cross cut 


saws. Nos. 13, 22, 113, 133, 324, 325: 
2 SERS ee ee Eere ee e ye $5.40 
RPM) Sines Vp hwicWisa doom 00 >a Polo's 6.00 
i PP err errs STEER Tee 7.00 
Atkins cross cut saws. Nos. 4, 5, 
S, 32: 
OR AS eee ee ree ers eee 5.40 
RR ES Serer one rie eee bree 6.00 
Pi. kecagevidtcbaseseavous sa siet 7.00 
Cre % cut saw handles: Per pr. 
MEE a SRG as Res Oe eUNeee oes 30c. 
No. 10 SUE Ris Se SR aS a Se ee St 45ce 
TRS I eee er et om ear eS 32¢ 


SKATES.—Stocks are being refilled for 
fall business and orders are only fair 
at this time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 





skates, 
1.65; No. 


No. 5 Union roller 
No. 6, $1.75; No. 4, 
$2.00; No. 130L, $2.15. 

Skate keys, 30c. per 
wheels, 10c. extra. 

Boys’, No. W1B, $1.15; 
WI1G, $1.20. 


SOLDER.—Orders are very good on 
solder. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Half and half solder, 36c. per Ib. 
Acid core solder (in 1 1b. spools), 66c. 
per Ib. Acid core solder (in 5 Ib. 
spools), 6lc. per lb. No. 4 babbitt, 
10c. per Ib. Anti-Friction babbitt 
metal, 18c, per Ib. 


STEP LADDERS (PINE). 
ders are moving nicely. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

4 ft., $1.20 each; 5 ft., $1.50 each; 
6 ft., $1.80 each; 8 ft., $2.40 each; 10 
ft., $3.50 each. 


STOVE PIPE AND ELBOWS.—Orders 
are good for prompt shipment and are 
being booked for fall delivery. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, er 100 
Per 10 - 


$1.75; 
130 
doz.; extra 


Girls’, No. 


29 gage 5 inch pipe........... $12.0 
29 gage 6 inch pipe........... 13-75 
29 gage 7 THER MIC ...<6...06066 15.00 
29 gage 7 x 6 inch pipe....... 16.00 
1 piece corrugated elbows, 30 

0 OK nin ce .0.8 6.«0:4-4.5 0 1.25 
1 piece corrugated elbows, 30 

EE oe ee ee 1.35 














30 


“1 piece corrugated elbows, 
WS FT TGs kedcasacvecesnas 1.95 


WELL WHEELS.—Business is steady 


on well wheels. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
8 inch well wheels, $6.50 per doz.; 
10 inch well wheels, $7.50 per doz.; 
12 inch well wheels, $8.60 per doz.; 
14 inch well wheels, $9.60 per doz. 


WIRE PRODUCTS.—The demand is 
fair and is being met with well filled 
stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Plain Smooth Wire Black Galvanized 








Gage Per 100 lb. Per 100 Ib. 
are ee 3.50 $4.00 
aa aac Gra oa eas casa rerons 4.05 
MEP elon te ateweneanecs 4.10 
Os spivanheuadeceanns 4.15 
ere Peet rnar 4.45 
a ee er pe 4.85 

Barbed Wire.—Per 80- rod spool, 
2-point light cattle, $2.75; 2-point 
light hog, $3; 4-point heavy ¢ attle, 
$3.75; 4-point heavy hog, $3.9 

Woven Wire Fence.—Per 20-rod 
roll, 726-14, $5.25: 832-12, $6; 939-11, 
$7.85; 1446- 12% $11. 

Poultry and “Rabbit. -14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—‘‘T” galvanized 


5 ft., 55c. each; formed painted, 35c. 
each; “T’’ galvanized, 6%-ft., 65c. 
each; formed painted, 45c. each; ‘*T’* 


galvanized, 714-ft., 70c. each; formed 
painted, 50c. each; “T” galve nized, 
8-ft., 75c. each; formed painted, 55c. 


Twin Cities See Fair Prospects for Fall— 
Prices Remain Steady 


(Minneapolis Office of HARDWARE AGE) 


MINNEAPOLIS, Sept. 11—The Minnesota State Fair last week gave 
the wholesalers of the Twin Cities an opportunity to feature fall 
lines for the benefit of many retailers who took advantage of the 
reduced rates in effect to make an additional buying trip to this 


trade center. 


Wholesale houses were very busy attending to this 


special trade and results are fairly satisfactory. 
Prospects over the territory served by the Twin Cities are fair 


for fall trade. 


The territory is rather spotted, however, because of 


the continued dry weather of the past several weeks, which has 
damaged the corn crop and other late crops, in many sections of the 
territory. Dealers look for an average fall business on the whole. 


Prices are steady and show little tendency to change. 


AXES.—Demand is improving and deal- 
ers are well stocked. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single bit, base weight, unhan- 
dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; doublebit, handled, $24.25 doz., 
net. 


BOLTS.—Sales are steady, with good | 


volume. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 








BALE TIES.—Call for bale ties is fair- 
ly good, with prices steady as last 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 
Single loop, 9% x 14, $1.51; 9% x 15, 

$1.36; 914 x 14, $1.53 per bundle. 


BRADS.—Brads are selling steadily. 


Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—This line still is 
in demand, with stocks ample. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Red rosin sized building paper, 
$2.60, and tarred felt, $2.80 cwt., net. 








CHAIN.—Call for chain is steady, with 
fair volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 


$17. 75; 
$15.00; log 
1 
om 


Log chain, coppered, %4 x 14, 
5/16 x 14, $16.75; % x 14, 
chain, self colored, 4, x 
5/16 x 14, $15.25; % x 14, $1 
coil chain, % in., $14. 00: "3 i 
% im. $10.50; 5 in., $10.25 « a. 


COAL HODS.— Dealers have their 
stocks ready for the fall trade, which 
has not yet started to any extent. 
Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


4, $16.25: 
50; oe 


oon 





Coal hods, japanned, open, 17-in., 
$3.35 18-in., $3.85; funnel, 17-in., 
$4.30; 18-in., $4.90; galvanized open, 
17-in., $4.70; 18-in., $5.10; funnel, 
17-in., $5.80; 18-in., $6.30 doz., net. 

CHURNS.—Demand is fair, with prices 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


3arrel type churns, 3314-5 per cent 
from lists. 


EAVES TROUGH, CONDUCTOR 
PIPE Call for this 
line continues good, with considerable 
repair work taking supplies. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 5 in., slip joint, sin- 
gle head, galvanized, in crates, $5.25; 
6-in., $6.40; conductor pipe, 3-in., in 
crates, not nested, $4.90; 4-in., $6.85 
per hundred feet; conductor elbows, 
3-in., $1.73; 4-in., $2.88 doz., net. 
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FIELD FENCE.—Demand is fairly 
good, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Field fence, 9 ga., top and bottom, 
11 ga., intermediate, 26-in. high, 
$36.69 per 100 rods net, with other 
heights in proportion. 
FILES.—Sales are steady, with good 
volume. Prices show no changes. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 
GALVANIZED WARE.—Demand con- 
tinues good, with stocks well filled. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard, galvanized pails, 10-qt., 
2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
pails, 16-qt., $4.70; 18- -qt., $5.50; 
ge tubs, No. 1, $7. 15: No. *~ 
$8.00; No. 3, $9.35; heavy, No. 
0$13.20; “No. 2, $14.40; No. 3, $15. 66 
doz., net. 


GLASS AND PUTTY.—Stocks are be- 
ing filled for the fall trade. Sales show 
some improvement, with prices un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength A grade 
glass Minnesota prices 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $4.85 cwt., net. 
MILK CANS.—Demand continues fair, 
with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Milk cans, railroad, wide neck, 8- 
gal., $3.05; 10-gal., $3.15 each, net. 
NAILS.—Deliveries show a steady vol- 
ume of business. Prices have not 

changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 
PYREX OVENWARE.—Demand is im- 
proving, with stocks being filled accord- 
ingly. Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 623 casseroles, $1.00; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plate s, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2.00; No. 26 tea ‘pots, 
$2.33; No. 953 percolator tops, 7c. 
each, net. 


REGISTERS.—Call for registers is 
good, with stocks well filled. Prices 
have not been changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 





ROPE.—Demand for rope is fairly 
good, with stocks ample. Prices have 
not been changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade manila rope, 24c., base; 
best grade sisal, 1744c. lb. base. 


SANDPAPER. — Demand __ continues 
good, with prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS.—De- 
mand is still good, with stocks well 
filled. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Sash cord, best grade, 65c. lb: base; 
second grade, 38c. lb.; third grade, 
27c. lb. base net, and cast iron sash 
weights, $1.95 cwt., net. 

SCREWS.—Call is steady, with good 
volume. Prices are firm as last quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37144 per cent; round 
head brass, 32% per cent from lists. 

SIDEWALK CLEANERS. — Dealers 
have ordered their initial'stocks for the 
fall and winter trade. Prices show no 
changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Sidewalk cleaners, True Temper, 

7 x 5-in., blade, $7.20; Rough and 
Ready, same size, $5.35 per doz., net. 
SNOW SHOVELS.—Stocks for dealers 
are being shipped to some extent. Prices 

remain as last quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER.—Demand is good, with prices 


steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Warranted half and half solder, 


31\%c. lb., and strictly half and half 
solder, 321%4c. lb., in 1300-lb. boxes, 
net. 


for sheets 
with prices 


STEEL SHEETS.—Call 
shows a good volume, 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized steel sheets, 24-ga. 
(base), $5.00; — steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24- gh. (base), $6.45 cwt., 
net. 





STEEL TRAPS.—Dealers are filling 
their stocks for the opening of the trap- 
ping season. Prices are steady as last 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Victor steel traps, No. 0, $1.10; No. 

$1.38; No. 1m: $2.44; No. 2, $3.36; 
Gnsias jump traps, No. 0, $1.59; No. 
1, $1.83; No. 1%, $2.81 doz., net. 


STOVE BOARDS, PIPE, ELBOWS 
AND DAMPERS.—Opening stocks of 
this line are in many cases in the deal- 
ers’ hands. Prices show no changes. 


He ty QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Crystalized stove boards, 28 x 28, 
$16.00; 30 x 30, $18.60; 36 x 36, $25.95 
doz., net. 

Stove pipe, uniform, blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths; elbows, 6- -in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire handle, 
$1.15 doz., net. 


TIN.—Call for sheet in is steady, with 
fairly good volume. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE: 
TAILERS, F.O.B. TWIN CITIES: 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $14.75 box, net. 
still 


WHEELBARROWS.—Sales are 
fair, with prices unchanged. 


JOBBERS’ an hc pee TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Wheelbarrows, — barrel type tray, 
best grade, $41.30; second grade, 
net; tubular, steel tray, 
Gopher garden, $3.75; Amer- 
ican garden, $6.25 each, net. 


WIRE.—Demand is steady, with fairly 
good volume. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized barbed cattle wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 


9 (base) smooth galvanized wire, 
$3.65 ecwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WRENCHES.—Call for wrenches is 
steady and shows a fairly good volume. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Agricultural wrenches, 60-10 per 


cent; key model wrenches, 54 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 


per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 
$2.60; 15 in., $2.75 each, net. 

Snap-on Wrenches. — Radio and 
electric sets in metal cases, $2.75; 
No. 101, Master Service Sets, $13.75; 
No. 202, Heavy Duty Sets. $3.80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 


No. 90, Square Socket Set, $3.70; No. 
1917, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% 
per cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 





Economic Value of Arranging Model Stores 


Results from arranging model retail 
stores have unmistakably shown their 
economic value. Business is greater 
and profits larger. New consumers 
have been obtained. Perhaps one of 
the best talking points for such stores 
is found in a few complaints heard 
now and then by those who have estab- 
lished such stores, curious as_ that 
seems. These complaints have been 


that business apparently had fallen off 





and there was much less work for 
clerks in the stores, a general letting 
down of activity. The answer was 
found when some of those complaining 
were asked to turn to their books and 
look up the facts. They found that 
actually they had increased profits! 
The decrease in work of clerks was 
found to be due to the arrangement 
of the model stores. Consumers were 
enabled to pick out without general 





shopping what they wanted because 
everything was in plain sight and read- 
ily accessible. The lessened activity 
was only apparent. There has been 
greater activity, but it was more or- 
derly, sales were made more quickly 
and readily. And some dealers have 
reported that they have found it possi- 
ble to reduce the clerical force, while 
at the same time increasing their sales 
and net income. 
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Shelf Hardware Jobbers’ September Sales to 
Date Have Been Remarkably Satisfactory 


(Boston office of HarpWARE AGE) 


BosTON, Sept. 10.—Local shelf hardware jobbers without excep- 
tion say that September sales to date have been remarkably satis- 
factory. Business is not only running ahead of that of a year ago, 
but it is of a volume well in excess of expectations and hopes. Retail 


buying embraces a wide variety of merchandise. 


Not only is a 


fairly lively interest shown in goods that will be required in Octo- 


ber, but in November and December as well. 


Further, continued 


dry hot weather has stimulated a fresh buying of certain types of 


summer merchandise. 


Many cities and towns have appealed to 


people not to use water too freely and have somewhat hurt the sale 
of hose, yet sales are better than they usually are in September, ac- 


cording to retailers. 


A retail dealer in Boston, generally credited with being one of the 


real live wires, has an interesting slant on business. 


He says in 


substance that the hardware business (retail) is much better than 
expected. That it seems to roll along day after day in much the 
same manner as does the stock market, only in a much smaller vol- 


ume, however. 


But he believes the country, or at least New En- 


gland, has entered a period of spending, and to substantiate this be- 
lief he points out that sales of almost all lines of retail merchandis- 


ing are on the increase. 


He seems convinced that we are in for a 


rather protracted spell of prosperity coupled with the keenest kind 
of competition, which means that turnover must necessarily be fre- 
quent and profit on the individual sales comparatively small. 





APPLE PARERS.—It being the apple 
pie season, retailers find a somewhat 
better demand for apple parers. 
JOBBERS’ gh a TO RE- 
TAILERS, F.0.B. BOSTO 


Apple Tuaroreabedkingtae table, 
$11.50 a doz. net; Little Star, $9. 


AUTOMOBILE ACCESSORIES.—An 
automobile lamp assortment with a 
metal display board, known as No. 
1743, and manufactured by the Eveready 
interests, is enjoying quite a broad 
market. The assortment costs the re- 
tail dealer $7.45 and has a resale value 
of $10.60. Accessories in general are 
not particularly active just now. The 
demand for tires apparently has suf- 
fered a relapse. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Tires.—Mansfield line, heavy duty, 
he ay side, pera cord, 30 x 3 
, $5 each; 31 x in., $8. 45; 32 x 4 
. ” $9.05; 33'x 4 in., * 6960: 32 x 41% in., 
$15.55; 33 x 5 in., $21.15; S6.x & in., 
$22.70. Discount 10 per cent. 
Tires.—Mansfield line, balloons, 29 
x 4.40-21, $5.65; 29 x 4.50-21, $6.30; 
29 x 4.75-20, $7.50; 29 x 4.75-21, $7.80: 
29 x er) 22° $9.70; 29 x 5.25-20, $9.55; 
29 : 5.25- 91, 9.85. Discount 10 per 
en 
Tires.—Mansfield line, balloon, 
ply, 30 x 4.50-21, $11.05 each list; 
5.25-20, $14.30; 30 x 5.50-20; $16.15; 35 
x 6.00-23, $19. Discount, 7% per cent. 
Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 


c 
six 
30 x 


10c. per tube should be added to the 
cost. 








Tubes.—Mansfield line, 
carton, 30 x 4.75-21, 
list; 31 x 5.00-21, 
20, $11.40; 29 x 
5.50-20, $13.50; 
31 x '6.00- 19, $13.20; 32 x 6.00-20, 
$13.80; 33 x 6.50- 21, $16. 50. Discount 
10 per cent. In less than carton lots 
revel per tube should be added to the 
cost. 


BATTERIES.—New prices have been 
issued on certain types of radio wet 
batteries, which show moderate reces- 
sions. Quotations on the other type 
of batteries remain as heretofore, with 
demand quite satisfactory for Septem- 
ber. 


six to the 
$9. 90 per carton 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Batteries. Radio, wet, No. 
A6RHAZ, $13 each list; No. BARC120, 
$17.50; No. BLK120, $15; No. BARC- 
100, $15. Discount 50 per cent. 

Batteries.—Columbia, dry cell, in 
lots of 50, 32c. each net, freight al- 
lowed. Hot Shot, in barrel lots, No. 
1461M, $1.65 each net; No. 1562M, 
$1.97; No. 1662M, $2.34. In less than 
barrel lots, No, 1461M, $1.75; No. 
1562M, $2.07; No. 1662M, $2.45. 

Radio.—Dry cell, in lots of 50; No. 
7111, 35c. each net; in smaller lots, 
40c. each net. B batteries, in units 
of 5, No. 767, less than unit packages, 
$2.06 each net; unit packages, $1.92. 
No. 770, less than unit packages, $3; 
unit packages, $2.80. No. 772, less 
than unit packages, $2.06; unit pack- 
ages, $1.92. Storage batteries, 6 too 9, 
$9.75 each net; 6 to 11, $11.10; 6 to 
13, $13.05. 


CORN POPPERS.—tThe time is near 
when corn poppers will be wanted by 








consumers, and numerous retail dealers 
are anticipating their requirements. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Corn Ag: oe 1CR, .$1.50 a 
doz. net; No. 3MB, $3.25; No. 
$3.75; Metior, $4; all wire, $3 -< 
$3.35; Wellesley, $3.68 and $7. Elec- 
tric, Universal, No. 9338, $3.35 each 
net; White Cross, $1.50. 

DOOR MATS.—Jobbers are securing 
quite a few orders for door mats and 
there is every indication the season will 
be satisfactory in point of sales. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Door Mats.—Cocoa, 14 x 25 in., 
66c. each net; 16 x 27 in., 84c.; 18 
x 30 in., $1.05. Steel wire, $1. 47 each 
net. Black rubber, 18 x 30 in., $8 a 
doz, net. 


HANDLES.—Jobbers have issued new 
prices on two types of crosscut saw 
handles, which show a slight decline. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 
Handles.—Crosseut saw, No. 7, 
$26.75 per 100 pair net; one-man saw, 
No. 2, $3.10 per doz. net. 
HEATING PADS.—It is time the retail 
dealer gave some thought to heating 
pads. Prices in general for such mer- 
chandise remain unchanged, but a slight 
concession has been made on the Uni- 
versal No. 9194. It now costs the re- 
tailer $4 each net. 


IRONS.— Four types of Universal 
household irons have been reduced 
slightly in cost. A new automatic elec- 
tric iron, known as the Sunbeam No. 
A870, that sells for $7.95 each list, with 
a 33% per cent discount, is offered by 
local jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 


lrons.—Household, electric, Univer- 


sal, No. 9923, $2 each net; No. 9907, 
$2.35; No. 9909, $3; No. 99043, $3. 
Automatic, Sunbeam, $7.95 each list; 
discount 33% per cent. 


LOCK SETS.—Boston jobbers say that 
some sort of a change is coming in 
prices for certain types of lock sets, but 
they are not prepared to go into details. 


MINCING KNIVES.—With the pre- 
serving season in full swing, mincing 
knives are in somewhat better demand. 
Retail buying is by no means brisk, 
however. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Mincing Knives.—No. 4, $3.45 a doz. 
net; No. 6, $3.75. 
PAINTS.—Jobbers have revised prices 
on most kinds of paints, and changes 
without exception are upward. The ad- 
vance in porch and deck paints amounts 
to about 10 per cent; in floor enamels 
about 5 per cent; in flat and gloss wall 
paints about 5 per cent, and in ready 
mixed paints about 10 per cent. 
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TUBES.—List prices on about a half 
dozen styles of radiotrons or tubes have 
been advanced 50c. each. Otherwise 
quotations remain unchanged. 


JOBBERS’ gag h ad TO RE- 
TAILERS, F.O.B. BOST 


Tubes.—Radio, A.C., cog 296, $2.25 
each list; No. 227, $4; No. 171, $2.75; 
No, 280, $4.25. Discount 50 per cent. 
Radiotrons, No. WD11, $3 each list; 
WX12, $3; UX199, $2.50; No UX120, 
$3; No. UX200A, $4; No. UX112A, 
$2.75; No. UX171A, $2.75; No. UX226, 
$2.25; No. UX227, $4; No. UX280, 
$4.25; No. UV199, ’2. Discount 35 
per cent. 


RAZOR BLADES.—As a special in- 
ducement, to apply to retail purchases 
during September only, the Autostrop 
Razor Co. is giving free, through job- 
bers, one package of five Gem blades 
with every purchase of 20 packages. 


SCALES.—As is to be expected at this 
time of the year, an improvement is 
noted in the movement of household 
scales out of retail and jobbing stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Scales.—Household, No. 1825, com- 
plete, $1.85 each net, without scoop, 
$1.50; Columbia, 85c.; No. 16021, $1.15; 
household and baby, No. 425, $3.40. 


SCYTHES.—Next season’s prices on 
scythes have been issued by Boston 
jobbers. The new prices represent an 
advance of 50c. a dozen. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Scythes.—Ash, $15 per 
bush, $16.50. 
TEA KETTLES.—Running true to rec- 
ords of former years the movement of 
all kinds and makes of tea kettles out 
of jobbers’ stocks is gathering mo- 
mentum. Sales so far this month are 
ahead of those for September, 1928. 


JOBBERS’ gp le eed TO RE- 
TAILERS, F.O.B. BOSTON 


aus. net; 





Tea Kettles.—Aluminum, Univer- 
sal, No. 265, $2.67 each net; No. 266%, 
$2.87; No. 26714, $3.21. Wagner, cast, 
No. 105, $3 No. 1°6, $3.60; No. 107, 
$3.95; No. 108, $4.25; No. 109, $4.75. 
Rome nickel-plated copper, No. 37, 
$19.15 per doz. net; No. 38, $20.80; 
No. 39, $22.50; No. 638, $24.30; No. 
639, $26.75; No. 18, special, $15.60: 
No. 8, Copper King, $18; No. §8, 
Copper Queen, $19.20. 

TOASTERS. — Slightly lower prices 


have been issued by jobbers on three 
types of Universal toasters, as follows: 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Toasters.—Electric, Universal, 
7812, $6.65 each net; No. 9412, 
No. 9947, $3. 
TWINES.—Of the various kinds of 
twine offered for sale, kite is probably 
enjoying a broader market than others. 
A new kind to the New England trade, 
known as Paramont, costing 50c. a 
dozen balls, is popular. 


No. 
$4.35; 





WAFFLE IRONS.—Two types of Uni- 
versal waffle irons have been reduced 
slightly in price. Sales at the new cost 
are increasing. 


JOBBERS’ QUOTATIONS _TO RE- 
TAILERS, F.O.B. BOSTON 

Waffle ltrons.—Universal, i, 9305, 
$5.65 each net; No. 9914, $6. 


WATCHES.—Possibly one of the most 
important developments in the watch 
situation is the report that the West- 
clox people are about to place on the 
market a $1 watch to be known as the 
Dax. The watch will cost the retailer 
77c. each net. It can also be included 
with clocks by the retailer in purchas- 
ing to secure quantity discounts. The 
pocket Ben watch, which is thinner and 
has a metal dial, known as No. 620, and 
costing the retailer $1.05 each net, fair- 
ly recently placed on the market, has 
been active. 


or ee beaten _TO RE.- 
TAILERS, F.O.B. BOSTON 
Watches. —Ingersoll line vs dials, 


$1.02 each net; Eclipse, $1.67; Junior, 
$2.17; Midget, $2.17; Wrist, $2.33; 
with radiolite dials, Yankee, $1.50 
Two in One; $1.67; Eclipse, $2.17; 
Midget, $2.50; Wrist, $2.67; ater- 


bury Chromium, plain dial, $3.33 each 


net; radiolite dial, $4. New Haven 
line. Tip Top, plain, $1 each net; 
radium, $1.48. 

Wrist Watches.—Ingersoll, plain, 
metal dial, $2.33 each net; Radiolite, 
$2.67; Mite, $3.67; New Haven, plain 
dial, $2.29; radium, $2.62. 





Current Demand in Cincinnati Market 


Fairly Good—Outlook Favorable 


CINCINNATI, 


Sept. 10.—Although buyers’ 


(Cincinnati office of HARDWARE AGE) 
interest in summer 


merchandise is virtually negligible the steady demand for staple 


hardware articles, during the last 


two weeks, placed the total vol- 


ume of business for August a little ahead of the July total and 


well above of the August, 1928, level. 


Seasonal goods in general 


are lagging right now, since the trade is feeling a between-season 
recession in demand. Summer goods are no longer figuring in cur- 
rent business and it is still too early to stock completely for winter. 

Retailers report that while business is not as brisk as might be 
desired, current demand is fairly good and prospects for the future 


are good. 
weather and the absence of rain. 


This situation is probably due to the continued warm 
This naturally retards interest in 


new seasonal merchandise and causes the purchaser to withhold 
purchases until weather conditions necessitate entering the market. 


The market, however, is still in a strong position. 


changes have been reported. 


No price 





AUTOMOBILE ACCESS ORIES.— 
Tires and tubes continued to show a 
good demand, but seasonal items are 
lagging. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 





Balloon Cord Casings 

High Medium Low 

Grade Grade Grade 
POKGAO. ssicvces $11.55 $7.40 $5.95 
fee 12.45 8.25 6.60 
ae 13.65 9.85 an 
30x5.00 ........ 14.15 10.25 8.40 
a ape 16.55 12.30 10.10 
a 19.45 14.35 11.85 
a, ee 19.95 14.75 12.20 


High Pressure Cords 





eer Cours ae $4.50 
i ee $10.00 $7.50 5.25 
oo aes Sadie 10.90 8.90 
Me actdedes we 14.20 11.50 9.50 
32x4% ........ 20.00 15.60 12.85 
Balloon <9 Tubes 
20x4.40 -50 $1.29 
30x4.50 160 1.40 
29x5.00 1.75 1.52 
30x5.00 .. 1.80 1.56 
31x5.25 .. 2.05 1.84 
32x6.00 .. 2.40 2.16 
33x6.00 2.50 2.30 
High Pressure Tubes 
$0.90 
1.19 
1.41 
1.49 
1.56 








These prices subject to discount of 
7% per cent on tires and 10 per cent 
on tubes. 

Luggage Carriers.—Gate-type lug- 
gage carrier, light weight, 63c. each; 
58e. in lots of 10; gate-type luggage 
earrier, heavy weight, 80c. each; 75c. 
in lots of 10; disappearing type lug- 
gage carrier, 65c. each; 60c. in lots 
of 10. 

Polish.—HLF auto polish, % pint, 
50c.; 1 pt., $1; 1 qt., $1.50. 40 per 
cent off; Duco auto polish, 6 0oz., 50c.; 
1 pt., $1.; 1 qt., $1.50; 33% per cent 
off. 


BOLTS AND NUTS.—Sales 
continues to be fairly good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stoves 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent 
off list. 

BOYS’ WAGONS.—Dealers continue to 
stock this commodity, which is a fairly 
good all year article. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85 each; greyhound No. 
497, $3.75 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 


volume 


each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 
CROQUET SETS.—Interest in this 


item is lagging. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
No. 05, four-ball set, $1.25; No. 10, 
six-ball sets, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 
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DENATURED ALCOHOL AND ANTI- 
FREEZE MIXTURES.—Demand con- 
tinues unusually brisk, and indications 
are that this year’s sales will be well 


in advance of last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Denatured alcohol in from 1 to 4 
drum lcts, 61c. a gallon; in from 5 to 
9 drum lots, 59c. a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 72c. a gallon; in cases of 10 gal- 
lon lots, 71lc. a gallon. 

Note.—The above prices are for 
August, September and October de- 
liveries. For November’ delivery 
there is an added charge of lc. a gal- 
lon, and for December deliveries 2c. a 
gallon. There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 

Eveready Prestone.—1% gal. cans, 4 
to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; 1 gal. cans, 
to to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; % gal. cans, 
12 to case, broken cases, $4.00 a gal.; 
full cases, $3.80 a gal. 

Ivo.—In one gallon cans $1.85 a 
gal.; in 2 gallon cans, 3% gallon 
cans, 30 gallon and 50 gallon drums 
$1.80 a gal. 


BUILDERS’ 


building enterprises. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.—Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 1l4c. per pair in case 
lots; sand blast, brass finished butts, 
18c. per pair in case lots. 


FIRE SHOVELS.—Dealers in 


has not begun generally. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
No. 80, 50c.; No. 54, 70c.; No. 56, 
80c.; No. 56 Galvanized, 85c.; Never- 
break, 16 inch, $4.55. 


FLASHLIGHT BATTERIES.—Interest 
in this item continues to be well sus- 


tained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 138c. 
each; 3 cell tubular battery, 19%c. 


each; small or large monocells, 64c. 
each, 


ICE SKATES.—While still early, deal- 
ers are beginning to request quota- 
tions. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Common, 86c. a pair; Nickle Plated, 
$1.22 a pair; Hardened runner, $2.20 
a pair; Ladies, $1.20 a pair; Hockey, 
$1.15 a pair. 


LANTERNS.—Demand is off slightly. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Hot Blast Lanterns.—Little Star 
lanterns, $7.75 per doz.; Victor lan- 
terns, $8 per doz.; Monarch lanterns, 
$8 per doz.; O. K. lanterns, $9.25 per 
doz.; No. 2 Royal lanterns, $9.75 per 
doz. 

Cold Blast Lanterns.—Junior, $8.50 
per doz.; Junior brass, $15.75 per doz.; 


Junior brass nickel-plated, $20 per 
doz.; Little Wizard, $8.50 per doz.; 
Little Giant, $11 per doz.: No. 2 


Blizzard, $13 per doz.; No. 2 D-Lite, 
$13 per doz. 


Wagon Lanterns.—Junior Wagon 


with bull’s-eye lens, $17.25 per doz. 
Mill Lanterns. — Watchman’s mill 


lanterns, $25 per doz.; Underwriter’s 
mill lanterns, $27 per doz.; No. 2 
Blizzard mill lanterns, $39 per doz. 

Wall Lanterns.—No. 15, $35 per 
doz.; No. 25, $37 per doz.; No. 30, $37 
per doz.; No. 60, $9 each. 


HARDW ARE.—Demand 
for these items has quickened slightly 
following announcement of several large 


rural 
communities are displaying interest in 


this item, although the seasonal demand : 
PAINT SUPPLIES. — Business 


tinues in good volume. 
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Platform Lanterns.—Imperial, $15 
each; No. 1 Climax, $5.50 each; No. 


2, $6 each; Nos. 1 and 2 Climax 
Nested, $11.50 each. 
Display Stand and _ Assortment 


26 display stand, $4 

each No. 26 display stand and as- 

sortment (12 lanterns), $14 each. 
Note.—A special allowance of 25c. 


Lanterns.—No. 


per doz: is made on shipments of 3 
doz. or more. 
MOPS.—There is no change in this 
item. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Betty Bright self-wringing mop No. 


10, $8 per doz.; Betty Bright self- 
wringing mop head No. 20, $4 per 
doz. 


NAILS.—Sales are still fairly good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Common wire nails, $2.85 per keg. 
PYREX WARE.—There is some indica- 
tion of increased demand as fall ap- 
proaches. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 


Square Casseroles.—No. 653, $1.17 
each. 

Oval Casseroles.—No. 632, $1 each; 
No. 633, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates. — No. 206, 17c. 
each; No. 208, 50c. each; No. 209, 
60c. each; No. 210, 67c. each; No. 211, 
73c. each. 

Round Pudding Dishes.—No. 021, 
40c. each; No. 022, 57c. each: No. 023, 


each. 
No. 053, 


67c,. each; No. 024, 80c. 
Square Pudding Dishes 
67c. each. 
Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 





con- 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
79c. per gal.; turpentine, in 2 barrel 
lots, 63c. per gal.; white and red lead 
in 500 lb. kegs, 13%c. per Ib.; less 10 
per cent. 


RADIO BATTERIES.—Demand for B 
batteries has increased slightly, partic- 
ularly in the rural districts. 
steady. 


Prices are 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
each, each 
less unit in unit 
Stock No. pkg. pkg. 
Super B bat., No. 2138. $3.20 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308.. 2.81 2.63 
B batteries, No, 2308... 1.88 1.75 
B batteries, No. 5308... 1.88 1.75 
B batteries, No. 2158... 1.31 1.22 
B batteries, No. 2156... 1.31 1.22 
C batteries, No. 2370. .38 .35 
A batteries, No. 6...... .40 351% 
Note.—Nos. 21308, 5308, 2158 and 


2156 are in unit packages of 5; Nos. 


22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 


packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—Demand continues to 
be brisk and 
cooler weather approaches sales vol- 
ume will mount. 


indications are that as 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2 
each; MV199 several purposes tubes, 
$2 each; MxX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $3.50 each: MX240 
high Mu tubes, $2 each; MX1112A 
power amplifiers, $2.25 each; MX171A, 





power amplifiers, $2.25 each; MX280 


full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 


MX226 amplifiers, $1.75 each; MY 227 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
40 per cent discount on Arcturus and 
Eveready Raytheon tubes. 


ROLLER SKATES.—A slight 
ness is noted in the demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Nos, 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


ROOFING MATERIAL. — This item 
continues to show a fair sales volume. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Roofing Paper.— Light, standard, 
85c.; medium standard, $1.00; heavy 
standard, $1.20; Light Holdfast. $1; 
Medium Holdfast, $1.35; Heavy Hold- 
fast, $1.60; K red and green slate 
surface, $1.80. 
Roofing Coating.—Coal tar, refined, 
Ib., 121%4¢c.; in 5 Ib. cans, 9%c. per Ib.; 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots 24c. per gal.; in 
half barrel lots, 26c. per gal. 
Roofing Cement.—Liberty, elastic, 1 
Ib., 12%4c.; in 5 lb. cans, 94%c. per Ib.; 


weak- 


in 10 Ib. cans, 9c. per Ib.; in 25 Ib. 

cans, 8c. per lb. Certain-teed ce- 

ment, 36 lb. to the case, $4.25 per 

case; in 5 Ib. cans, 12 cans to the 

box, 8%c. per lb.; in 10 lb. cans, 6 

cans to the box, 7c. per Ib. 
SCREWS.—Sales are at a moderate 
rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 50, 10 and 
10 off list; flat head blued screws, 50, 


10 and 5 off list; round head blued 
screws, 50 and 10 off list; round 
head brass screws, 40 and 5 off list: 


bright wire goods, 85, 20 and 5 off 
list. 

SLEDS. — Dealers are beginning to 

stock this item, although, of course, the 

demand is not yet as good as is antici- 

pated. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Fleetwing.—32 inch, $11.20 a doz.; 
36 ipch, $14.00 a doz.; 40 inch, $19.50 
a doz.; 45 inch, $21.20 a doz.; 51 inch, 
$25.20 a doz.; all prices quoted are 
net. 

Flexible Flyers.—3314 per cent off 
list. 


STOVE PIPE.—Shipments began Sept. 
1 and the demand has been fairly good. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Security Pipe.—28 gauge Blue, 6 
inch, $14.20 for 100 joints; 28 gauge 


polished 6 inch, $20.00 for 100 joints. 
Security Elbows.—28 gauge blue, 6 
inch, $1.50 a doz.; 28 gauge polished 
6 inch, $2.30 a doz. 
WEATHER STRIPPING.—Business 
just beginning. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


_ 


Ss 


Wood and Rubber.—No. 0, $16.40 
for 1000 feet; No. 1, $16.40 for 1000 
ft.; No. 1144, $18.30 for 1000 ft.; No. 
2, $21.00 for 1000 ft.; No. 7, $38.75 


for 1000 feet. 

Wood and Feilt.—No. 71, $17.25 for 
1000 feet; No. 71%, $24.25 for 1000 
feet; No. 75, $39.50 for 1000 feet. 


Nu Strip.—In 500 foot reels, $15.75 
for 1000 feet. 
Dust Seal.—In 500 foot reels, $26.75 


for 1000 feet. 
Heat Seal.—In 500 foot reels, $31.00 





for 1000 feet. 
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Pittsburgh Hardware Business Improving 
with End of Vacation Season 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Sept. 10.—With the summer vacation period at an 
end, the hardware business in this district seems to be generally im- 
proving. Although such improvement is not reflected to any large 


extent in heavier buying by retailers from jobbers, 


shipments are 


heavier and the tone of the market is greatly improved. Heavy 
buying of fall lines will not reach its peak for several weeks, but 
movement of stoves, stove pipe, lanterns, coal chutes, heaters, venti- 
lators, to mention only a few of the products which feel their great- 


est demand in the fall months, is gradually becoming heavier. 


Arms 


and ammunition are in constantly better demand and paint sales are 


improving. 


The season’s movement of builders’ hardware is considered satis- 
factory by some jobbers, who éxpected a lighter year than usual and 


have reeeived all the bu 


ss they expected. Pittsburgh district 


building operations seem to have improved rather than fallen off as 
the summer progressed in contradiction to the usual trend. Jobbers 
who handle automobile accessories report that the decline in the 
sales of these articles which has been going on for several months 
now seems to have reached its low point and is expected to continue 


at about present levels. 


Equipment of cars with accessories at the 


factories, the growth of factory distributing agencies and the com- 
petition of chain stores and mail order houses are suggested as the 
reasons for this loss of business to the hardware trade. 


Pittsburgh steel operations have not 
yet shown an appreciable decline, but 
specifications have fallen off sharply in 
recent weeks and mills are now depend- 
ing entirely on a revival of demand late 
this month and early in October for a 
continuance of high operating sched- 
ules. An upturn in orders is expected 
in the fall under normal conditions and 
the fact that steel used so far this year, 
even if considerably above usual levels, 
has gone directly into consumption, 
leads to the belief that the present sea- 
son will see no departure from the ordi- 
nary custom. Prices are still holding 
remarkably well, despite reduced de- 
mand, and the most likely time for 
market weakness seems to have passed 
by. Sheets and wire products on which 
weakness has been most pronounced 
seem to have achieved some stability at 
lower levels and corresponding strength 
in jobber prices is noticed. 


ARMS AND AMMUNITION.—Busi- 
ness continues to show improvement, 
although a really heavy volume is not 
expected for a few weeks. Prices are 
becoming somewhat better established 
as demand develops. 


AUTOMOBILE TIRES AND TUBES. 
—This line has not improved and is 
still suffering from the competition of 
mail order houses, who have recently 
reduced prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Mansfield tires, 4 ply ee type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 





$8.25; nae: $1.60; 29 x 4.75, $9.55; 
tubes, $1.7 29 x 5.00, $9.90; tubes, 
5; 30 sg 5.00, $10.20; tubes, $1.80; 
tubes, 
.00, : s, $1. 90; 
$11.10; tubes, $1.85; 30 x 5.25, $11. 90; 
tubes, $2.00; 31 x 5.253 $12.50; tubes, 
$2.05; 29 x 5.50, $12. 65; tubes, $2.25. 

Same, 6 ply, 31 x e 25, $14.70; ees. 
$2.05; 30 x 5.50, $16.05; tubes, $2.3 
30 x 6.00, $16. 65; tubes, $2. 25; 31 ~ 
6.00, $16.65; tubes, $2. 30; 32 x 6.00, 
$16. 95; tubes, $2. 40; 33 x, 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 

Prices in all instances are each. 


BATTERIES.—Improvement in both 
radio, dry cell and flashlight batteries 
is reported by some jobbers, although a 
few are inclined to regard demand for 
the former as practically at an end. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Broken Unit 
Packages Packages 
Se Serr. $2.22 $2.06 
SS | Sart 3.20 2.97 
SS aera 1.92 
MD. “SED Kacwscecwicns's Bee 2.80 
Sr ee 1.32 1.14 
SS | ee -42 .39 
SS Sea 1.05 -97 
eer 1.40 1.30 
een 1.40 1.30 
ke) ea 2.06 1.92 
BG. SER Sbesecet onsen 1.93 1.79 
No. 6 dry cells, ignition type, unit 
packages, 36c. each. 
Flashlights.—No. 935, 6%4c. each; 
No. 950; 644c.; No. 790, 13c.; No. 705, 
191%4c.; No, 750, 13%c.; No. 791, 13c. 


Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 
BOLTS, NUTS AND RIVETS.—The 
usual steady demand is keeping up and 
prices appear to have achieved perma- 
nent stability. 


(Reading matter continued on page 108) 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 
list. 

Rivets.—Larger, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. ~ 


BUILDERS’ HARDWARE.—Demand 
is fairly steady, if not strong, and job- 
bers who foresaw a reduced movement 
this year are not disappointed with 
present activity. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in., $19; 4 x 4 in., $30 
Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
with screws packed one pair in a 


50 per cent off 


box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 pair; 
4 in., $12.60. 


Hasps. — Hinges, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
n., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


COAL CHUTES.—Orders are still com- 
ing in at a good rate, and business is 
expected to continue for some time. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
8 ft., $6 each; 10 ft., $7.20 each; 
12 ft., $8.40 each. 


LANTERNS.—Both gasoline and kero- 
sene lanterns are moving out of job- 
bers’ stocks at a steady rate at un- 
changed prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Gasoline Lanterns.—No. 220, $5.95 
each; No. 228, $6.30 each; No. 327, 
$4.70 each, 
Kerosene Lanterns.— Monarch 


Clear, $8 per doz.; Monarch Ruby, 
$10 per doz.; Junior Tin, $8.50 per 
doz.; Junior Brass, $15.75 per doz.; 


D-Lite, 


Little Wizard, $8.50 per doz.; 
$17.25 


$13 per doz.; Junior Wagon, 

per doz. 
MISCELLANEOUS TOOLS. — Prices 
are well established and business is 
keeping up steadily. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Circular Saws.—6 in., $2.25 each; 

8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 324 and 
$25, 5 ft., $5.40; 5% ft., $6; 6 ft., $7. 

Electric Drills.—No. 141, $24 each; 
No. 142, $32; No. 122, $48; No. 562, 
$35.20; No. 382, $41.60. 
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EEKLY LETTER 


SSS2THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 43 


Are you selling 
Protection ? 





ust 
are 











HE dealer who sells ammunition has 
another important market in addition 
to the sportsmen. 

It is the protection market represented 
by police departments, banks, payroll car- 
riers, express messengers, guards, private 
detectives, and all those for whom fire- 
arms represent protection rather than 
sport. Because their lives often depend 
upon it, it is far more important to these 
people to have the most accurate and de- 
pendable ammunition than it is to sports- 
men. It is more important to them that 
their firearms shall remain accurate and 
in good condition. 

For this reason Remington Kleanbore 
Centerfire Cartridges appeal to them irre- 
sistibly because of superior accuracy and 
because they prevent rust, corrosion, pit- 
ting, and leading inside the barrel. 

The oil-proof feature of the Kleanbore 
Automatic sizes is another overwhelming 


advantage. 


Oil often gets into ordinary 
cartridges around the bullet or the cap 
and deadens the powder, causing misfires 
and jams. This cannot happen with Klean- 
bore Automatic Sizes, because all of them 
are made oil proof by Remington’s exclu- 


sive process. 

If you are not getting your share of this 
protection market, it may be because you 
have not gone after it, or, because you 
aren’t carrying an adequate stock of Klean- 
bore Centerfire Cartridges. In either case 
the remedy is easy. Your jobber can sup- 
ply you. Don’t submit to substitutions. 


ef PLNrr2 2k, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


Telephone, Bowling Green 3392 
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Files.—Disston, 50 and 10 per cent r ets not heavy, but is considered all metal, No. 9, $10.00 and No. 10, 
off list. Nicholson and Black Dia- for sheets weal ¥i $12.00. These prices are NET PER 


mond, 50 per cent off list. Simonds, 


50 per cent off list. 
Garage Vises.—No. 43, $2 each; No. 
4314, $3; No. 44, $5. 
PAINTING SUPPLIES.—Some im- 
provement in demand is reported since 
Labor Day and fall business is expected 
to be better than ysual on account of 
the unfavorable weather for painting 
during the spring. Prices this week are 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%,c. per Ib. in 
100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less on lots of a ton or more; 
turpentine, 64c. per gal., in barrel 
lots; raw linseed oil, 14c. per Ib., in 
barrel lots. 
ROPE.—Sales are steady and there is 
a good demand from small town and 
suburban hardware dealers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Plymouth manila rope, 24c. per Ib., 
in. and larger; New Zea- 
land manila rope, 18c. per Ilb., base 
for % ir. and larger; Sisal manila 
rope, 15c. per Ib., base, for % in. and 
larger. These prices are subject to 
the usual advance on smaller sizes. 
‘SASH WEIGHTS.—Aggregate sales 
are not large and prices are unchanged 
at $42 a ton, f.o.b. Pittsburgh. 


SHEET METAL.—Sheet copper and 
zine are in fair demand, and prices are 
unchanged at 27%c. per lb. for copper 
and 11%c. for zinc. 

SHEET STEEL.—Prices on black and 
galvanized sheets are now quoted on 
lots of 1 to 24 rather than 1 to 9 bun- 
dles, and prices are unchanged at 4.15c. 
and 4.80c. per lb. respectively. Demand 


base for % 





fairly good for this time of the year. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Black sheets, No. 24 gage, in lots of 
1 to 24 bundles, 4.15c. per Ib. 

Galvanized sheets, No. 24 gage, in 
lots of 1 to 24 bundles, 4.80c. per Ib. 


Light Plates, blue annealed, No. 10 
gage, in lots of 1 to 24 plates, 3.45c. 
per lb. 


Blue annealed sheets, No. 13 gage, 
in lots of 1 to 24 sheets, 3.60c. per 


Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.43 per square. 
STOVE PIPE.—With the approach of 
cold weather business has improved. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Lustro stove pipe, 3-in., $6.75 per 


doz.; 4-in., $7.50 per doz., 5-in., $9.00 
per doz.; 6-in., $10.50 per doz. 

Lustro stove pipe elbows, 3-in., 
$4.50 per doz.; 4-in., $5.25 per doz.; 
5-in., $6.50 per doz.; 6-in., $7.75 per 
doz. 

VENTILATORS.—This line is fairly 


active at unchanged prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Continental line; De-Fiekt-Air 
(metal center ventilators) No. 63, 
$2.20; No. 87, $2.60; No. 88, $3.75; No. 
117, $3.75 per doz. net. Continental 
wood frame cloth ventilators. No. 
V-836, $2.00; No. V-923, $2.00; No. 
V-937, $2.20; No. V-949, $3.75; No. 
V-959, $4.40; No. V- 1537, $3.45; No. 
V- 1549, $5. 00 per doz. NET. Conti- 
age metal frame cloth ventilators, 
833, $2.50; No. 837, $2.80; No. 845, 
33 75; No. 1137, $3.45; No. 1145, $4.40; 


No. 1487, $5.00, and No. 1445, $5.60 
per doz. NET. 
Diamond E cloth, age venti- 


lators, adjustable, No. 01B, $3.60; No. 


01, $4.40; No. 02, $4.80; No. 03, $5.60; 
No. 1B, $4.40; No. 1, $5.20; No. 2, 
$5.60; No. .3, $6.40; 3L, $7. 20: 


No. 
No. 4, $7.60 and No. 5, $8.40. 
These prices are NET PER DOZEN. 
Diamond E, adjustable cloth louver 
ventilators, metai frame, No. 6, $6.80; 
No. 7, $8.00 and No. 8, $10.00. Same 
with bronze wire louver ventilators, 





DOZEN. 

Wurldsbest Ventilators, No. 2, 
$1.75; No. 3, $2.00; No. 4, $2.50; No. 
5A, $3.00; No. 6A, $4.00; No. 6B, $4.50; 
and 6C, $5.00. These are LIST 
EACH prices and subject to a deal- 
ers’ discount of 33% per cent. 


WIRE PRODUCTS.—Business in both 
wire and wire nails is dull, although 
prices are becoming better established 
at recently announced levels. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Fence Wire 


per 100 Ib. Annealed Galvanized 


No. 6 to 9 gage...... $2.90 $3.35 
a rs Fe ee 2.95 3.40 
Pet; MAN Guipaeawawhecee 3.00 3.45 
BaD, CR eo eee 8s vat as 3.05 3.55 
Pk “ae: Lkeectbcbeveway 3.15 3.70 
MO: Ee Veeatoutes coe 3.25 3.90 
Ne | See See 3.45 4.20 
No ERS ee 3.65 4.40 
Barbed wire (per 80-rod spool): 
ae DNL ENN v6 5 vase sigue esos ee $2.89 
P=OUNL ROE. 55 isn 850.555.0550 600 3.09 
4-point hog ...... jiheeeseebes eee 3.34 
REIL AURUEREE g 5 dk oobi soe ous 09:8 3.09 
2-point cattle (special).......... 2.20 
Field Woven Wire Fence (per 100 
rods): 
MERE span saltiaw sso bse oe oR $39.80 
in SRSA ee eee ree 55.80 
oe | POP ee Pero ote 27.7 
SEED ans csey aid eae neat wkisin 37.00 
2 Serre ray ee er 35.80 
PEED Tikess sccesenenasceseesse 49.20 
Poultry and rabbit (No. 14% gage): 
Oh. ee 6G doanwe wesw eowee ¥eaee $36.50 
OS re eer eee 44.00 
ee eee re Pere 49.50 
Smaller mesh: 
OS ere ee $37.00 
| ee er 44.50 
AO. “ee adgwieatedabewessen sen 52.00 
ND; IE Scnctkesacsces sas cess 60.00 
Steel Fence Posts: 
Painted 
Galvanized Angle 
Tubular Steel 
SS eee SRC GRE cn0% bese 
NE 2 Sea eae 55e. each 38c. each 
7 ee Lepsekoucan ae 65ce. each 40c. each 
fe , APR ee ee ye 45c. each 


oe 


Bright nails, base, per keg, $2.90. 





The Merchant Must Meet Competition, 
says Hamp Williams 


my competitors began to make light of my little joint. 
They told the people that I was selling re-cut files, 
seconds in chop axes, poorly galvanized barbed 
wire, soft and brittle plow points. They ignored me just 
as we have been ignoring the chain stores and mail order 
My sales first year in 
round numbers were $6,000.00, second years $13,000.00, 
third year $18,000.00 and on up and up until I did reach 
Only one of my competitors survived. 





houses, and see what happened! 


$850,000.00. 


Several have come and gone since. 


If low prices won in 1896 when hardware was 50 per 
cent cheaper than it is now, why will not low prices win 
If we sold our merchandise as cheaply as the 
chain stores, our neighbors and friends would buy from 
us even though our stores were not so attractive and 
fancy ; but our friends and neighbors, even our kinfolks, 
won't buy from us no difference how pretty our stores 
are or how well the merchandise is displayed if our 
prices are not right, and it is foolish and ridiculous to 
And to say that the mail order 


in 1929? 


say that they should. 


(Continued from page 90) 


houses and chain stores do not handle any first-class mer- 
chandise is another absurdity. 

I heard over radio last night an appeal by Montgomery 
Ward for us to buy our auto casings from them; 
quality they guarantee for 30,000 miles and their second 
grade for 16,000 miles, and they pay the freight. 
I heard that I thought to myself that I had better buy 
casings for my own private use from them, for the 
casings that I get out of my store don’t run 30,000 


first 


When 


miles, and Montgomery Ward’s retail price is very nearly 


as low as our cost; and yet in face of all this we are 
told to ignore prices. 

If the individual retail stores were equal in every 
respect to the chain stores and our prices were as cheap, 
a lot of us would go broke before we could convince the 
trade to that effect. 
all of the time; you can fool all of the people some of the 
time ; but you can’t fool all of the people all of the time.” 


“You can fool some of the people 


Hamp WILLIAMS. 


(Reading matter continued on page 110) 
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JOHN M.HART COMPANY 
GRAYBAR BLDG 
NEW YORK CITY 
MANAGER OF SALES 





HANOVER WIRE CLOTH Co. 


INCORPORATED 1903 


SCREEN WIRE CLOTH 


HANOVER, PA. New York, September 2, 1929 


WIRE SCREEN CLOTH 
Season 
1930 


TO OUR OLD AND NEW JOBBING CUSTOMERS: 


We are now prepared upon application to quote you definite prices on copper and bronze wire screen 
cloth for next season's delivery. 


When next season’s OPENING PRICES are made by the LARGE manufacturers of STEEL WIRE 
SCREEN CLOTH we will meet them and we will guarantee our prices, terms and conditions against other 
manufacturers. : 


We have improved our manufacturing facilities and we are producing a quality of cloth not surpassed 
by any manufacturer. 


We shall operate our plant longer hours. We shall manufacture more cloth this coming season. 


Our attention has been called to the fact that there has been more or less gossip by some people who 
are either directly, or indirectly connected with the wire cloth business relative to our plant being for sale. 
OUR PLANT IS NOT FOR SALE and any and all statements made by others to the contrary are false, 


whether made ignorantly or to accomplish some selfish purpose. 


The writer, at the request of Mr. John M. Hart, has arranged and will spend two days during the 
middle of each week of the year in our General Sales Office located in the Graybar Building, New York 
City, where he and Mr. John M. Hart will keep in more intimate touch with every detail of the Sales De- 


partment. 


It is our earnest desire to supply wire screen cloth and to render the very best possible service insofar 
as supplying wire screen cloth to those good customers who are at present distributing and who have in 
the past distributed for us HANOVER WIRE SCREEN CLOTH. Weare in position to keep our Jobbing 
Distributors on the right basis of cost as compared with the other manufacturers AND NO FACTORY 
CAN, WE BELIEVE, SURPASS US IN THIS SERVICE THAT WE CAN AND WILL RENDER. 


Thanking you for the business we have been favored with from you during past seasons and hoping to 
be favored with your business for the season 1930 and further assuring you of our full, complete co-opera- 
tion and support, we are, 


Address all letters and orders Very truly yours, 
to our Managers of Sales HANOVER WIRE CLOTH COMPANY 
JOHN M. HART COMPANY, Inc. 


Graybar Building 
New York, N. Y. 


General Manager 


AGMoul:TIA 
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September Starts Off Satisfactorily with 
New York Hardware Jobbers 


NEw York, Sept. 10—Business activity in this market since 
Labor Day encourages a cheerful outlook for fall trade. Prices con- 


tinue very steady on practically all lines. 
rumors about immediate price changes. 


There are few if any 
Individual orders continue 


to be rather small, but aggregate business being done at this time 
is reported as slightly better than the volume for the same period 
in 1928. Futures are more active than they have been for several 
years, and many Christmas merchandise orders are being placed. 
The latter are fairly good-sized orders in most cases. 


If the remainder of the month keeps pace with the first business 
week, September sales will be considered satisfactory. With the 
exception of the rather unsatisfactory collection situation, business 
conditions locally encourage optimism. 


ASH SIFTERS.—Fairly steady sale re- 
ported with announcement of a slight 
concession for quantity orders, as noted 
below. 


JOBBERS’ > uw ee m4 RE- 
TAILERS, F.O.B. NE 


“weed galvanized ste ahaas $2.00 
each. 

In lots of 12 or more, 
dozen. 


BOLTS AND NUTS.—Demand is nor- 
mal at firm prices. Stocks are satis- 


22.50 per 


factory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Carriage bolts and lag screws, %4 


by 6 and smaller, 60 per cent off list. 
Larger, 50 and 10 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller. 
60 off list; larger to 1 by 30, 50 and 10 
per cent off list; 14 to 1% in. diam- 
eter, 30 and 10 per cent off list. 
Stepbolts, 50 per cent off list. 


BUTTS. — Demand continues steady, 
with prices locally uniform. Stocks are 
considered ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 
Steel butts, 3 by 3 and 3% by 


31% 
072s 


18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 by 4, 24% cents per pair in less 


than case lots, and 23 cents per pair 


in case lots. 


CHRISTMAS TREE HOLDERS.—This 
item is, of course, a future. Early in- 
terest has been fairly good though not 


heavy. Prices are not expected to 
change. 
JOBBERS’ 


QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Propp sets, No. 842, 85c.; No. 830, 
$1.16; No. 83, $1.43; No. 73, $2.15; No. 
72, $2.43; No. 3020, $1.73; No. 3000, 
$1.48; No. 306, 87c.; No. 305, 87c., and 
No. 310, $1.38. Prices are each and 
net. 

Noma outfits, 
116, $4.54, and No. 
are each and net. 

Christmas tree lamps, No. 77, 
Mazda assortment (100 in set), $6.90; 
No. 78, Mazda lamps, 10 in a box, in 
following colors, red, blue, green, 
orange, opal, pink, yellow and purple, 
10 to 100, $7.10 per 100; 100 or more, 
$6.90 per 100 


No. 3500, $3.94; No. 
1600, $3.00. Prices 





CLOCKS.—Steady sale continues, with 
prices unchanged. Stocks are in good 
condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Alarm clocks: America, $1.05; 
America, luminous, $1.58; Sleep- 
Meter, $1.40; Sleep-Meter, luminous, 
$2.10; Ben Hur, $1.76; Ben Hur, lumi- 
nous, $2.46; Big Ben, $2.29; Big Ben, 
luminous, $3. 16; Big Ben De Luxe, 
$2.64; Big Ben De Luxe, luminous, 
; Baby Ben, $2.29: Baby Ben, 
luminous, $3.16; Baby Ben De Luxe 
(any finish), $2.64; Baby Ben, De 
Luxe, luminous, $3.52; Tiny Tim (any 


finish), $1.50. Prices are each and 
net. 
Auto clocks, plain dial, $1.50 each; 
luminous dial, $2.10 each. 
Watches, Pocket Ben, $1.05 each; 
luminous, $1.58 each. 


Extras, on alarm clocks in lots of 
dozen, 2% per cent; on lots of 
5 per cent. 


two 
six dozen or more, 
FIREPLACE FURNITURE.—Getting 
a slow start, but is expected to show 
more activity at an early date. Prices 
have been firm and are not expected to 


change. 

JOBBERS’ page aged | TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Andirons, bl ack finish, $2.50 to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair. Flemish, $5.50 to 
$11.55 per pair; Swedish, $5.75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass balls, $6.75: 
Flemish, $7.65 to $9 per set; Burnt 
antique, brass, $7.65 to $9 per set. 


Swedish, $7.75 per set. 
Grate baskets, black finish ,$5.75 to 
$6 each; Flemish, $8.65 to $10 each. 


Spark guard, black finish, $4.15 
each. 

Fire screens, black finish, $5.65 
each; Swedish, $8.65 each, and Burnt 


antique, brass, $8.65 each. 


FRUIT PRESSES.—Prospects of a late 
grape crop have retarded the normal 
sale of fruit presses. It is reported that 
the first real shipments of grapes in this 
section will not arrive until about Oct. 
1. Early demand on this line was only 
fair. With normal shipments of grapes 
this line would be very active at this 


time. It is likely that there will be a | 





lively interest the latter part of the 
month. Prices are not likely to change. 
JOBBERS’ QUOTATIONS T° RE- 
TAILERS, F.0.B. NEW YORK 


Fruit crusher, galvanized steel hop- 
per, aluminum frame and_ with 
double roller, $10.00 each; same with 


fly wheel instead of crank, $11.25 
each. 

Fruit press, cast iron base and 
plunger, 3 qt. capacity, $3.60; 6 qt. 
eapacity, $4.50 each. 

Fruit presses, hardwood frame, oak 
tubs, etc., No. 0, plain tub, $6.00 


each; with hinged tub, from $7.50 to 
$18, according to size. 
GARAGE SETS. — Steady demand 
though not heavy is reported, with 
prices uniform in this territory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Garage sets, $2.40 per set; for six 
or more, $2.10 per set. Garage door 
holders, $1.75 per pair; for six or 
more, $1.60 per set. 


ICE SKATES.—Futures are fairly 
good though somewhat less than at this 
time last year. Prices not likely to 
change. 
JOBBERS’ QUOTATIONS are RE- 
TAILERS, F.0.B. NEW YORK 
ga Pi skates, hockey adits, 
men’s, N $5.25; No. 290, $6.00; 
ladies’, No. 90L, $5.25, and No. 290L, 
$6.00. 


Racing outfits, men’s, No. 95, $5.25, 


and No. 925, $6.00; nan: No. 95L, 
$5.25, and No, 295L, $6.0 

Club outfits, men’s, No, 212, $3.75, 
and ladies’, No. 213, $3.75. 

Professional hockey outfits, men’s, 
No. 390, $6.65. 

These prices are Net Per Pair. 


Men’s shoe sizes in all cases are from 
4 to 11, and ladies’ shoe sizes in all 
cases are 3 to 9 


JUVENILE VEHICLES.—tThis is one 
of the most active lines at the present 
time. Orders for later delivery intended 
for Christmas trade are very good. Or- 
ders for immediate delivery have also 
been most satisfactory. Prices are 
steady. The trade expects an active fall 
on these items without any price revi- 
sion. Stocks are apparently adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Child’s garden sets with 18 in. 
handles. Set No. 1, 10c. each; No. 6, 
17c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each. In lots of 12 or more, 50c. 
each; No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each; Little Gem, 
31%c. each: Little Jewel, 8344c. each; 
and Bissel Junior, $1.331%4 each. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 843, 
$8.15 each; No. 850, $7.50; No. 5 
$7.80; No. 852, $8. 15; No. 853, $9. 

Sidewalk cycles, No. nm $9. 40: No, 
910, $10.65 each; No. 2, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 each; 
No. 751, $2.25, and No. 761, $3.25 each. 

Doll carriages, No. 200, $1.60; No. 
216, $3.35; No. 222, $3.90, and No, 232, 
$6.50. Prices are each and net, 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 





are each and net. 


(Reading matter continued on page 112) 
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MILES of MOWERS 


“Give us your ANNIVERSARY LAWN MOWER again next 
year,” say the hundreds of hardware dealers who doubled 
and trebled their mower business with it last season. 





POULT TT 





Only natural, because the Worthington Anniversary was the lawn mower sensa- ih 
tion of 1929. Dealers who sold it could not get enough, for both our resources ih 
and the factory’s were exhausted long before the grass-cutting season =. 


; Ny \ 
was over. Twelve full cars of Anniversary Mowers sold before July Ist. {4\,'¥ 







Nothing wonderful about that, tho, if you know the Anniver- & Kf 
sary——greatest mower at anywhere near the price ever KEP —As 3h) 
offered the American public. No exaggeration, that—just it % tei) 

hard-boiled facts, as any hardware man who sold “‘Anniver- vie 

saries” will tell you. A  quality-made 

product—it embodies such important 
features as crucible steel self-sharpening 
knives, dust-proof ball bearings, solid type 
wheels—features found only in machines 
of the same make selling 
far above it. 







we will have 
the ANNI- 
VERSARY mower again 
next season as well as 
another leader of the 
same quality construc- 
tion thruout, but at an 
even lower price. 


Add to these two great leaders the com- 
plete PENNSYLVANIA line, whose 
PENNSYLVANIA QUALITY  trade- 
mark is known in every country where 
fine mowers are used, as well as a com- 
plete secondary line of medium priced 
machines—BUCKEYE MADE MOWERS 
and you will see why the House of Worth- 
ington can bring you The Best in Lawn 


Mowers for 1930. 


The Geo. Worthington Co. 
1829 CLEVELAND 1929 


N. B. If all the Anniversary Lawn Mowers sold in 1929 were placed wheel to wheel they 
would make a solid front two miles wide. If they were placed one behind the other, 
with just enough room for a man to walk, they would form a line seven miles long. 
From present indications this mileage will be greatly increased in 1930. 
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LAMP CORD.—Demand is not heavy 
but may be considered as normal. Prices 
are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool; 
$8.30; 18 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 ga. 1/64 cotton single con- 
ductor wire, white, brown, oak tan, 
white with marker, brown’ with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
black cotton, reinforced cord, 250 


ga. 

ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $16.50. 


LINSEED OIL.—Normal demand is re- 
ported, with stocks apparently ade- 
quate. Prices show an advance of ap- 
proximately 1c. per lb. over August 
quotations. Prices issued. Sept. 4 are as 
follows: Linseed oil in lots of less than 
5 bbl., 14.2c. per lb.; in lots of 5 bbl. or 
more, 13.8c. per lb., and Calcutta lin- 
seed oil in barrels, 20.3c. per lb. Boiled 
oil is 4/10c. extra per lb., double-boiled 
oil is 5/10c. extra per lb. and oil in half- 
barrel lots is 7/10c. per Ib. additional. 


NAILS.—Prices are as shown. Moder- 
ate demand is reported, with local 
wholesale stock apparently ample. 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.0.B. NEW YOR 


Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated. 
3ase price for New York City. 
3rooklyn, Queens, New Jersey and 
Staten Island is $3.45 per keg, in lots 
of 10 kegs or more, $3.35. In West- 
chester County, $3.55 per keg, and in 
lots of 10 kegs or more, $3.45 per 
In Nassau and Suffolk Coun- 
$3.60 per keg, and for lots of 10 
ome or more, $3.50 per keg. 


PICKS, MATTOCKS, ETC.—Demand 
is moderate, with prices as_ shown. 
Stocks are ample. 


JOBBERS’ QUOTATIONS a RE- 
TAILERS, F.0.B. NEW YORK 


5 to 6 Ibs., 64 cents; 
cents; 7 to 8 Ibs., 
87%c. Prices are 


Railroad picks, 
6 to 7 Ibs., 66% 
73c., and 9 Ibs., 
net and each. 
Pick mattocks, 8 
short cutter mattocks, 
long cutter mattocks, 76 
grub hoes, 73 cents each. 
The above items in case lots will 
take a discount of 5 per cent. 
Woodwedges, 4 lIbs., 32 cents: 5 


cents each; 
73 cents each; 
cents each; 


Ibs., 39 cents; 6 Ibs., 45 cents, and 
7 Ilbs., 53 cents. Prices are each and 
net. 

Crowbars, 4 ft., 90 cents; 4% ft., 
$1.14; 5 ft., $1.52; 5% ft., $1.86. 
Prices are each and net. 

Pinchbars, 2 ft., 44 cents; 2% ft., 
50 cents: 3 ft., 65 cents. Prices are 
each and net. 


PRESERVING EQUIPMENT. — De-| 
mand is reported as fair, with prices | 


as shown. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Mason jar caps, $3.00 per gross. 
Mason jar rubbers, 75 cents per 
gross, and in full case lots of 12 
gross, $8.40 per case. 








| 
1 
| 
| 
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Crown bottle caps, in one gross 
packages, 16% cents per gross, and 
in bulk lots of 50 gross, 15% cents 
per gross. 

Everedy bottle 70 cents 
each. 

Everedy 
cents each. 

Universal Aladdin preserving sea- 
son set, $1.95 per set. 


capper, 


jelly bag and stand, 50 


RADIATOR SHIELDS. — Interest 
fair, though of course it is still some- 
what early for the fall demand. Prices 
are not expected to change. 


JOBBERS’ QUOTATIONS TO.RE- 

TAILERS, F.0.B. NEW YORK: 

Gem Adjustable Radiator Shields 
with Water Pan Humidifier 


Gold Br. Walnut 

Aluminum Mahogany Ivory 

Each Each Each 

No. 1W.....§$3.50 $4.29 $3.85 
No. 1AW 3.85 4.55 4.20 
SS 3.85 4.55 4.20 
No. 3W..... 4.20 4.90 4.55 
ae See 4.20 5.25 4.90 
SS .. as 4.55 5.60 5.25 
No. 6W..... 4.90 6.30 5.60 
No. 6BW... 4.90 6.30 5.60 
SS) 5.25 6.65 5.95 
Ba: SW sac 5.60 7.00 6.30 

ROLLER SKATES.—Fairly steady 


sale continues, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. per 
pair. 

Chieftain line, 
boys or. girls, 
bearings, $1.45 per pair; 


No. 400, for either 
self-contained ball 
Redskin line, 


for boys or girls, 85c. per pair. 
Chicago line, No. 181, $2.65; No. 183, 
$2.75: No. 185, $2.75; No. 101, $1.33; 


and Nos. 103 and 105, $1.38 per pair. 


ROOFING. — Business continues very 
satisfactory. Prices are steady and not 
likely to 
stocks are adequate. 


change. Local 


JOBBERS’ QUOTATIONS Ly RE- 
TAILERS, F.O B. NEW YOR 

Roofing, Certain-Teed, 4 ot ‘$1. 4 
2 ply, $1.57, and 3 ply, $1.84 per roll. 

Major Slate Surfaced Roofing, Red, 
$1.93; Blue-black, $1.93, and Green, 
$1.93 per roll. 

Corporal Tale 
1 ply, 94 cents; 2 ply, $1.17, 
$1.39 per roll. 

Guard Roofing, 1 ply, $1.03; 2 ply, 
$1.35, and 3 ply, $1.66 per roll. 

Certain-Teed, Slate Surface Roof- 
ing, Red, $2.11; Blue-black, $2.11, and 
Green, $2.11 per roll. 

Slater’s felt, 87 cents per roll. 


Roofing, 
and 3 ply, 


Surfaced 


SASH CORD.—Steady prices and 
fair demand reported. 


og tay ag TO RE- 
- NEW YORK: 


JOBBERS’ 
TAILERS, yr 
Sash cord, Samson Ay No. 7, 66e. 


No. 8, 65c; Aetna, No. 7, 300. 
per lb.; No. 8, 29c. per Ib. Phoenix, 
No. 7, 43c. per Ib.; No. 8, 42c. per lb. 


the same. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
round head, blue, 40-10-10; 
nickel plated, 27% - 
10-10; flat head, galvanized, 20- 10- 10: 
flat head, brass, 32%-10-10;: round 
head, brass, 27%4-10-10. These dis- 
standard ‘screw 


| 
| 
SCREWS. — Normal sale, with “|, 


41-10-10; 
round head. iron, 


counts apply to new 

lists. 
Machine 

head, 
Iron, 


(Reading matter continued on page 114) 


screws, flat and round 
brass, 60 per cent discount. 
60-71%, per cent discount. 


wholesale 


is 





TRAPS, GAME. — Interest 
good, with prices unchanged. 


present time. 
not expected to change. 


SLEDS.—Among the futures now being 
booked sleds are receiving only a fair 
amount of attention, though futures to 
date compare favorably with the same 
record at this time last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Flexible Flyers, No. 1, $2.50; No. 2, 


$3.1634; No. 3, 4, $4.33%; 
No. 5, $5.83%. Jr. Racer, $3.50, and 
Racer, $4.3344. 

Fire Fly, No. 9, $1.14; No. 10, 


$1.363g; No. 11, $1.71; No, 12, $1. 93%, 
and Racer, $1.98%. 
Allen sled backs, No. 1, $1.00 each. 
Perfection adjustable sled back, 
No. 10, $1.06 each. 


TIRES AND TUBES.—Sales are fair. 
Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Mansfield tires, 4 ply, balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50 
$8.25; tubes, $1.60; 39 x 4.75, 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 
$1.75; 30 x ’5.00, $10.20; tubes, $1.80; 
$10.65; tubes, $1.85; 32 x 

tubes, $1.90; 28 x 5.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 31 x 5.25, #12 .35; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35: 
30 x 6.00, $1 16.15; tubes, $2.25; 31 x 
6.00, $16. 65; tubes, $2.30; 32 x 6.00, 
$16.96; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10. 00 each. 

Prices in all instances are each. 


JOBBERS’ QUOTATIONS MS RE- 
TAILERS, F.0.B. NEW YOR 
Victor game traps, No. "3 ‘31.20: 
No. 1, $1.50; No. 1%, $2.70, and No. 2, 
$3.70. Prices are NET PER "4 
Victor jump traps, No. 0, $1.75; 
1, $2.00; No. 1%, $3.05, and No. 2, 
$4.80. Prices are NET PER DOZEN. 


VENTILATORS.—Very active at the 
Prices are steady and 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Continental ventilators, De-Felkt- 
Air (metal center), No. 63, $2.53; No 
87, $2.80; No. 88, $4.00, and No. iz, 
These prices are NET PER 


Continental wood frame ventilators, 
No. 836, $2.15; No. 923, $2.15; No. 
$2.35; No. 949, $4.00; No. 959, 
No. 1537, $3.65, and No. 1549, 
These prices are NET PER 


Continental metal frame, cloth ven- 
tilators, No. 833, $2.65; No. 837, $3.00; 
No. 845, $4.00; No. 1137, $3.65; No. 
1145, $4.65; No. 1437, $5.35; and No. 
1445, $6.00. These prices are NET 
PER DOZEN. 

Diamond E ventilators, No. 01, 
tee $ No. 02, $4.80; No. 03, $5.58; No. 

, $5.20; No. Me $4.47; No. 3, $6.39; No. 
4, $7.59; No. 5, $8.40. Prices are NET 
PER DOZEN. 

Diamond E ventilators, bathroom 
size, No. 01B, $3.60; No. 1B, $4.41. 
Prices are NET PER DOZEN. 

Liberty all steel louver ventilators, 
No. 33L, $4.50, and No. 37L, $5.00. 
Prices are NET PER DOZEN. 

Wurldsbest window ventilators, No. 
2, $1.75; No. 3, $2.00; No. 4, $2.50; 
No. 5A, $3.00; No. 6A, $4.00; No. 6B, 
$4.50, and No. 6C, $5. 00. These prices 
are LIST EACH and subject to a 
dealer’s discount of 33% per cent. 


WEATHERSTRIP. — Demand fairly 


good, with prices the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Weatherstrip Home Comfort, ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weatherstrip, 60 cents per 
carton. Wool weatherstrip, No. 
80 cents per carton, and No. 75, $2. 00 
per carton. 





is fairly 
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Bakelite Molded door knob sets are made by the National Brass Co., Grand Rapids, Mich. 


Distinctive finishes add to the appeal 
of Bakelite Molded Door Knobs 


HEN builders first used Bake- 

lite Molded door knobs, they 
were impressed with the practical fea- 
tures of strength and durability. Sub- 
sequently, architects and builders se- 
lected these knobs in order to match 
wood finishes and obtain distinctive 
effects without extravagance. From 
this increased demand, dealers are ex- 
periencing easier and more profitable 
sales. 
Formed solidly around the shank in 
one piece, a Bakelite Molded knob will 
not become loose. Stronger than 


BAKELITE C 
247 Park Avenue, New York, N. Y. 


BAKELITE CORPORATION OF CANADA, LTD., 


REGISTERED 


THE MATERIAL OF 


glass, these knobs do not chip or crack, 
and unlike metal, the knobs formed of 
Bakelite Molded will not tarnish or 
corrode. 


Bakelite Molded door knobs are avail- 
able in lustrous black, dead black, 
burled walnut, and special finishes up- 
on order. These finishes are lasting 
and do not wear off like lacquer or 
plating. Many buyers have been at- 
tracted by the dealer displays arranged 
by the manufacturer. Your request 
will bring his cooperation. 


ORPORATION 


Chicago Office, 635 West 22nd Street 
163 Dufferin St., Toronto, Ont. 


U. 8. PAT. OFF. 





A THOUSAND USES 


“The registered Trade Mark and Symbol shown above may be used only on products made from matenals 


manufactured by Bakelite Corporation Under the capital ‘‘B" is the numerical sign for infinity, or unlimited 
quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation's products.” 
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It makes the 
Operation of 
Swinging Doors 
Convenient... 


Door Holder Set No. 501 combines the advantages 
of two popular items from the FrantZ Line of Guar- 


anteed Builders’ Hardware: 


First, a Door Holder that will hold doors open se- 
curely against the stiffest wind. 


Second, a Chain Pull that not only provides a grip 
for closing the doors but also a thumb release for 
the trigger of the Door Holder. 


The No. 501 Set is made en- 
tirely of steel. It is finished in 
japan or dull black japan. 
Write Dept. H-1229 for 
prices on this unusually con- 
venient outfit. It takes the 
trouble out of operating swing- 
ing doors. 





Frantz Manufacturing Com- 


pany, Sterling, Ill. 























TRADE MARK 











| Should discard all the lines of stoves they had. 


Discount Bills and Concentrate Purchases, 


Then You Are ‘‘Buying for Profit’’ 


*By H. S. Newcomer 
Hardware Merchant, Mt. Joy, Pa. 
Vice-President of the Pasha 


O buy for profit means that you must CONCEN- 

TRATE on your purchase. Take advantage of all 
CASE DISCOUNTS and plan to be able to have 
SUFFICIENT MARGIN on goods sold. 

How hard it is to concentrate! 
Many people cannot do it on 
anything. In thought—in action 
or in work. No definite aim in 
life. No goal for which to strive. 
They simply wander about. 

You and I find it hard at times 
to concentrate our minds on a 
definite purpose. The result 
from such a state of mind may 
not always be disastrous but cer- 
tainly does not tend toward full 
success in life. 

This same thought must be applied in business. Lack 
of proper concentration, whether in buying too many 
lines of the same kind of merchandise, or whether we 
buy from too many suppliers, will spell failure many 
times to apparently otherwise good merchandisers. 





H. S. NEWCOMER 


Observation through many years of mercantile life 
has convinced us that to confine your buying to one 
line of any kind of merchandise is a real task. So many 
apparently good opportunities come to the merchant 
from time to time that it becomes a real problem to keep 
from buying similar lines, in spite of the fact that one 
tries to guard against it. Merchandise piles up until 
your place of business becomes a storage warehouse for 
everybody’s merchandise. 

So many drawbacks come in this way of buying. 
First, because it tends to increase inventories of stock 
whith any merchant should carry for profit. Floor space 
must be provided to display properly any merchandise 
you wish to sell. If it happens to be an article that wears, 
replacement parts will be necessary. This complicates 
matters because these parts should be carried on hand to 
properly service your customers. Again, it is unsound 
business because it tends to lessen the force of argu- 
ment given by the sales people on your floor to the cus- 
tomer. The customer is anxious to buy the right thing. 
He does not know himself and naturally turns to the 
salesman. The salesman hesitates to recommend one 
line above the other and right there loses that vital con- 
tact which is so necessary to be successful in selling any 
line of merchandise. 

[f you will pardon this personal reference we remem- 
ler well when we purchased a stock of hardware from 
our predecessor, they had on their floor at the time we 
purchased their stock, six different makes of stoves and 
ranges. We immediately discarded the entire lot and 
then contracted with another stove company for an ex- 


| clusive territory proposition on stoves. 


It may seem revolutionary to you at first that we 


But 























HARDWARE AGE for SEPTEMBER 12, 1929 





with this change our stove business began to grow by 
leaps and bounds and all these years we have enjoyed 


a fine stove and range business. We put our energy 
back of the one line and in so’ doing could talk con- 
vincingly to our customers. We were able to give the 
stove manufacturer a good volume of business and this 
enables us to get the extreme price on the stoves we 
purchased from him, thus enabling us to give our cus- 
tomer real value and still maintain a sufficient margin 
of profit. 

We could mention other lines which we treated the 
same way but this is not necessary for we know that 
you get our point. Concentrate your buying. Confine 
it to individual lines. Improve the efficiency of your 
salesforce. Reap the benefit of price advantage wherever 
possible. 

Again confine your buying to fewer supply houses. 
Nothing tends to drive away good supply houses quicker 
than to buy from everybody who comes along. No 
volume for any one and consequently no incentive for 
suppliers to name the extreme price. 

You lose again because of the lack of concentration. 
We know it is hard to turn away the traveling repre- 
sentative from good houses but it becomes your duty 
as a good merchant to confine your purchases to a few 
suppliers. Give them volume. This policy pays divi- 
dends. 

Discounts 


Cash discounts are one of the free gifts in business. 
Our proof for this is the fact that if you let pass the 
ten-day limit you have lost it and if you avail yourself 
of the opportunity to take the cash discount and then 
examine the total amount in dollars and cents so accumu- 
lated at the end of the year, it will astonish you, for it 
will amount to enough money to pay your freight bills 
and more besides. If you don’t believe this try it for 
yourself. 

Taking advantage of cash discounts is neglected as 
much in business as is the lack of concentration in buy- 
ing. Too many merchants fail to take advantage of this 
very important item not because they can’t, but because 
they have grown up under this careless habit. 

Let us analyze the reason why they should not neglect 
this important item. Nearly all merchandise is purchased 
with terms of payment at 2 per cent ten days or net 
thirty days. We hear many merchants say it will not 
suit to pay this bill in ten days, but we will manage to 
settle it in thirty days at the net price. 

If the bill is for $100 total the merchant has lost $2 
in the transaction and it can never be recovered. If he 
had discounted the bill in ten days, it would have paid 
the freight on the shipment. His failure to do this 
means an added cost to his merchandise and if he sells 
at a profit he must increase his selling price. 

Keep a record of your cash discounts for a full year 
and then also find out what amount you pay out for 
freight. You will then find that there is still a balance 
left for the profit account. 

No man can afford to pass up the cash discount. If 
he does he impairs his credit. If credit is gone the 
one essential thing in business is gone. He is a risk to 
any manufacturer or jobber and so often in cases he is a 
menace to other merchants. He will sacrifice merchan- 











AUVECOLITE “soso” MOULDING 





All All 
Sizes Patterns 
a No. 150 
No. 100 Rivets for 
Nails, for metal run- 
Drive Screws Wood ing boards 
nickel-plated running nickel on 
No. 6 %” boards brass. 
No. & 1” nickel 
rust proof 
heads. 










No. 100 
Ford Model A 
Moulding 8 
strips to tube 
exact Ford 
sizes. 





No. 49-A 
"xR" 
No. 51-A 
Yrxliy” 











Stop those rattling windows 
No. 1 Flexible 








Finishing Nails 
Concealed Head 
For attaching Body and 
Drip Mouldings where a 
concealed head finish 1s 
necessary. 
No. 91—Size No. 16 
No. 92——Size No. 14 
No. 93—Size No. 14,14” 
No. 94—Size No. 14,144” 
No. 83——Size No. 12,14” 


1 
1” 
1 
1 


, 
. 
’ 

, 


No. 84—Size No. 12,144” 
No. 85—Size No. 12,1%” 
For Auto Body Mould- 
“Perfectrim” ings. In one-pound pa- 
Hid ’Em Welt pers. Barbed shank, ja- 


panned 
For seats, tops, 
door panels 15-ft. 
rolls in display 
cartons with 90 
trimmer’s tacks, 6 
finishing tips and 
tip nails, or 50 yd. 
rolls. 





Trimmer’s 


Tacks 


Sanitary, high 
quality, extra 
clean. 200 in 
box to retail 
for 10c. 























“Hit ’em” 
Upholstering 
Nails 
Reinforced heads and 
sharp tack points for fix- 
ing all kinds of uphol- 
stery. 50 in box to re- 




















tail for 10c. Counter Sunk 
Body Nails 

Eis, &* 

eT es 

14,14” 

14,1%” 

ly panels 

Cement Coated. Barbed 

Shank. In one-pound pa- 
pers 
Manufacturers 


1034 Saratoga St. Newport, Ky. 
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THE CLEVELAND QUARRIES COMPANY 


NAME means _ nothing 
unless that which it stands 
for is tried and proved by time and 


use. 


The name 


“Cleveland” on 


grindstones has for three quarters 
of a century meant intrinsic qual- 
ity and worth, a fact that is well 
known to grindstone users and 
makes “Cleveland” Grindstones 
easier to sell. Be sure you have an 
adequate stock for the fall trade. 


7 e 
=O: 
Jz 
Meas 


STERLING 


Substantial, light running, 
mounted with a “Cleveland” 
Grindstone, genuine’ Berea 
grit, which we alone manu- 
facture. 19 to 22 inches. in 
diameter. 1%” to 2% thick. 
Frame can be set up in a 
jiffy—merely by manipulating 
one bolt. Shipped knocked 
down and crated. 


HARVEST KING 





Frame of heavy angle steel 
14%” x 14%” x %”, strongly 
braced ont is equipped with 
our standard high grade 
selected “Cleveland”? Grind- 
stone. Shipped folded com- 
plete, stone crated sepa- 
rately to save freight. 


Cleveland, Ohio 
283 Front Street, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 








dise (cut the price if you please) to raise money for an 
emergency. He doesn’t buy for profit and of course 
doesn’t sell for profit. 


Sufficient Margin 


We have just gone through a period of about ten 
years when it was not always necessary to rigidly adhere 
to all the good sound principles in a mercantile business. 
Sufficient margin could be obtained many times without 
close application to the matter of cost. 

However, it seems to us that the pendulum is swing- 
ing the other way and it will be necessary for the suc- 
cessful merchant during the next cycle of years to make 
closer application to the very best buying methods in 
order to have sufficient margin on the merchandise he 
sells. It will be necessary to consult with the sources 
of supply on competitive price problems. He will be 
compelled to make up lists of merchandise upon which 
it is impossible to make a profit because of price com- 
petition. He should show the price on such lists to be 
met, showing the retailer’s cost and giving the selling 
price which is necessary to show an adequate margin 
of profit. Business will now require close application. 
Every detail must be carefully guarded, and analyzed. 

Buying for profit is a real job. Let us concentrate our 
buying on individual lines. Do not multiply. Let us 
confine our buying to a very few supply houses. Give 
volume wherever possible. It always tends to lower 
prices. Your account becomes uninteresting to every- 
body when purchases are scattered to the four winds. 
Nobody benefits and you lose. 

Take advantage of all cash discounts. Use your bank. 
It pays to borrow money at 6 per cent if you can make 
12 per cent by discounting your bills. Buying for profit 
will become an easier task if you concentrate your pur- 
chases and discount your bills and it naturally follows 
that sufficient margin can be added to costs if these rules 
are followed out. 


* Address before recent Pasha convention. 


Miscellaneous Articles Featured 
in Novel Fashion 


(Continued from page 85) 


these two articles would be inconsequential indeed. 

In order to make each item stand out individually, 
every item was mounted on a separate panel and each 
panel was painted in a different color. Hall’s used real 
plywood for the panels but ordinary wall board would 
serve the purpose almost as well and would be less ex- 
pensive. All panels were of uniform size—eight by ten 
inches, which permitted them to be shifted about without 
the loss of attractive and symetrical arrangement. Brass 
tags, inscribed “Hall’s Community Stores” were tacked 
to each panel in a uniform position. This made it clear 
who was displaying the merchandise, so the most casual 
observer could not fail to make mental note of where the 
article could be procured, when a need for it developed 
at a later time. Forty-five panels were shown in the com- 
paratively small window illustrated and the eye-arresting 
attraction of variegated colors made it a difficult window 
to pass without a thorough and careful scrutiny. 
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Safety Play Equipment For 
School Children 
(Continued from page 75) 
is equipped to handle goods of a bulky character and 


understands the merchandising plans which are neces- 
sary for sales. 


In every community there are numerous individuals 


and organizations who will heartily indorse the mer- 
chant who plans to educate his customers to the dangers 
of street play and the advantages of home recreation. 


Manufacturers and distributors have compiled statistics | 
and helpful information which they gladly offer such | 


dealers. 

It is therefore advantageous to a dealer to seriously 
consider adding play equipment to his stock. He will 
secure profits, yes that is the first consideration, but he 


will also aid in the campaign for better and safer child | 


life. 


Number of Golf Devotees 
Trebled in Six Years 


HE number of persons playing golf has trebled in 

six years in Milwaukee, according to figures just 

published by Research Bureau of the Milwaukee 
Journal. This newspaper gathers figures annually to 
guide advertisers in their appeal to that market. A 
golf census was made in 1923 and again in 1929. The 
comparison of these figures is interesting. It is probably 
4 guide as to the increased interest in golf throughout 
the country. 

In 1923 it was found that 3.9 per cent of the men and 
2.2 per cent of-the women over 18 years of age were 
golf players. In 1929 the figure for men is 9.2 per cent 
and for women 4.3 or a total of the population above 
18 of 6.7 per cent as against 3 per cent in 1923. 

The golf goods dealer in Milwaukee today has 23,722 
men and 10,850 women, a total of 34,572 players, as 
possible customers as against 7,039 men and 3,914 
women, a total of 10,950, in 1923. Certainly no mer- 
chant in position to share in a market that trebles itself 
in six years can afford to neglect it. 

Further figures gathered indicated that the men used 
an average of 20.1 balls a season and the women 14.9, 
which runs to a total of 639,582 balls for the season 
which, if priced at 75 cents each, would mean a total of 
nearly $480,000 for the Milwaukee golf ball dealers. No 
effort was made to estimate the sales of golf sticks and 
bags, coats, sweaters, stockings and shoes, and other 
items that are often included in stocks of hardware 
stores. These items would, of course, greatly increase 
this total. 


Throughout the country, golf is increasing in popu- 


larity by leaps and bounds and any merchant who is in 
doubt as to whether he should stock and sell golf equip- 
ment would do well to make a census of his customers 
and learn for himself what percentage of them are 
golfers. 








Keiser’s 
Hedge Shears 


have a New Selling Feature 


—The Blade with 
a Serrated 


This serrat- 
ed blade cuts 

far easier and 
better than the old 
style blade. Made of the 
highest grade high carbon 
steel. Has wood handles se- 
cured by the tang running 
entirely through and 
fastened by a nut. 
This new blade 
offers a won- 
derful talk- 
ing point to 
your cus- 
tomers. 











Keiser’s Improved 
Grass Shears 
















The bolt and spring 
in the bow keeps the 
edges in perfect line 
for quick, clean, easy 
cutting. Made of 
finest quality steel 
and carefully formed 
to give a free and easy action to the hand. 


















these 
them 
sales 


Let us send you a sample pair of 
shears at best dealers’ prices. Try 
yourself and see their value as a 
leader. 














Made by 
KEISER MFG. CO. 
READING, PA. 


WIEBUSCH & HILGER Ltd., General Distributors 
106-110 Lafayette St. New York 
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The Merchandising Psychology of Touch 


(Continued from page 74) 


I have seen women customers pick up three or four 
different patterns of paring knives from an accessible 
display. device, test and balance them with the same grip 
and motions they would use in their home kitchens, and 
then hand one over to be wrapped up. 

Some folks are governed by a certain diffidence so 
that they dislike to ask to have different patterns or 
models brought out from a glass case or from unseen 
boxes or drawers, thinking they might not like what 
they had merely seen or thought about, but when, of 
their own free will, they can pick up an article and 
form their own judgment, they will do so and make a 
purchase. 

This plan likewise builds up additional sales, whereby 
unthought-of ideas and uses come to mind from hav- 
ing the merchandise in a convenient location for their 
inspection and examination. These are a few typical ex- 
amples of our experiences, with a recent window display 
of housecleaning wares, 

A housewife sees a chamois in the window and enters 
the store. 

A pile of different sizes, each marked with its price, 
is indicated by the salesman and the housewife unfolds 
several of them, feels of each, holds it to the light, and 
makes her selection. 

A mother brings in her youngster to be fitted with 


roller skates. The lad eagerly feels them over, twirling 
the wheels around on the axles, lovingly caressing the 
skate as a desired possession. 

A worker in a silk mill or shirt factory needs a new 
pair of scissors and in finding one that just suits the 
requirement, she holds and snips and snips, going 
through strange cutting motions with nimble fingers. 

The farmer wants a new axe and it must be of just 
such a weight, hang and balance. and he swings and 
balances to his perfect satisfaction. And he does exact- 
ly the same when purchasing a fork or stable shovel. 
Sometimes, it seems that there is no choice but,, believe 
me, there is a choice in his own mind and he is going 
to make it according to the dictates of his own, particular 
wisdom. 

These are just a few of the actual instances that occur 
daily in the hardware store and regardless of how fanci- 
ful the distinction between the two peas in a pod may 
be to the dealer, the customer is paying his good money 
to get what he wants. 

Therefore, the psychology of touch does not lie mere- 
ly in books. It is not just so much theory of the in- 
structor or college professor. It does exist and it exists 
in our own stores and if put into daily practice, it creates 
sales and—sales are profits. 





Evenings at Home Call for Folding Furniture 


OME is getting more attention as a place to spend 
H long evenings than some may suppose. The 

popularity of bridge and other card games is 
making home a strong rival of the movies and other 
places of amusement, and the hardware merchant who 
sells folding tables and chairs can, by bringing them to 
the front occasionally, further the idea. 


ST@©) NS 


TOTES TI 


— 





A window display which featured, among other items, 
one type of folding furniture is reproduced herewith. 
It was usd by R. J. Atkinson of Brookyn. 

This idea might easily be carried further by introduc- 
ing an atmosphere of card playing. A room cozily 
arranged for an evening at bridge, bringing into use as 
many accessories as possible that fit into the picture. 
There are ash receivers, beverage 
mixers, bridge lamps, etc. 

The skillful salesman will lead 
purchasers of occasional items into 
other purchases. For instance few 
people realize that plenty of electric 
lamps are contributions to a pleas- 
ant evening. See that your cus- 
tomers realize this. 

Promote the “Evening at Home” 
idea among the people of your lo- 
cality. It will help to raise the 
standard of homekeeping, and 
thereby mean more sales for the 
hardware man. Money otherwise 
diverted for outside amusement will 
be available for purchases at your 
store, and folding furniture is 
profitable. 




















HARDWARE AGE for SEPTEMBER I2, 1929 








Air Dried, Straight Grain, 
Spruce Side Rail 
Full Strength in Tinner 





Hand Split and Hand Shaved 




















. Straight Grain White 
Ash Rungs 
Hand Forged Guide 
| / Irons 
by Malleable Automatic Spring 
Peete 








Hooks or Lock. Work in 
Any Position 


BABCOCK 


Air Dried 


SPRUCE 
LADDERS 


Better be Safe Than 
Sorry 
Can’t Afford to Take 


the Chances with 

















© MECHANICS © 








Sure 


Cheap Ladders 








Rope and Pulley Complete 





W.W. BABCOCK CO. 


Is There Anything Any 
Bath, N. Y. 


Better 
















































When beyond Human Power 
apply Magic 


KANT-RusT 


Trade Mark 


IT WILL DO THE TRICK 





The Original Penetrating Graphite Lubricant 


for 

Pe a AE ES ELECTRIC ICE SKATE pee AoA :S 
BABY CARRIAGES APPLIANCES KIDDIE-C ARs STOV 
BICYCL ES FARM LATCHES SWIV a iL CHAIRS 
CA ET- IMPLEMENTS LAWN-MOWERS TOOLS 

SWEEPERS FURNACES L TYPEWRITERS 
CASH REGISTERS GUNS MOTOR BOATS V: ACUUM 
CASTORS GOLF C L UBS ROLLER-SKATES CLEANERS 
CLOCKS HINGES SCREENS w ASHING 


MACHINES 


For preventing and removing rust. For loosening 
rusted bolts and nuts. For farm implements. 


Write for Literature and Discounts, or ask your own Jobber Pint Can 
with 

e Long Spout 
Kant-Rust Products Corporation, Rahway, N. J. $1.00 
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A NEW 
Live 


Seller 





ERE is a proven fast seller 

and money maker among the 
furniture and cabinet trade, also 
manual training schools. It has 
instant appeal—low selling price— 
generous margin—all year turn- 
over. 

Stearns’ Improved “I” Bar Car- 
penter’s Clamp is not notched, 
meaning full strength. Special 
cam locking device assembled with 
slide. Has teeth formed at point 
of contact with bar. Holding power 
increases with pressure on slide, 
making a sure locking device. Fit- 
tings of malleable iron. Metal or 
wood handles. 

See your jobber, or write direct. 

E. C. STEARNS & CO. 

SYRACUSE, N. Y. 


Sales Representatives 
Hardware Agency Co., 77 Batterymarch, Boston, Mass. 
W. R. Voorhees & Go. 417 Market St., San Francisco. 
Thomas A. Troy and Son, 200 Varick is New York. 
A. H. Deveney & Co., 707 4th National Bank Bldg., Atlanta, Ga. 


Siszins “ESCO” 


Improved 


“1” Bar Carpenter's Clamp 





Interior view of 
slide showing cam 
and spring. 




















In addition to the standard 
boxes, stock ‘‘Handy_ Pack- 
ages’’ for sale to small users 
who only lace a belt occasion- 
ally. The cartons each con- 
tain ten ‘‘Handy Packages"’ 
and each ‘“‘Handy Package" 
contains two 6-inch sets of 
iacing, complete with gauge 
and hinge pins. 

Order through your jobber. 


FLEXIBLE STEEL 
LACING CO. 
4616 Lexington Street 
Chicago, U. S. A. 


England at 135 Finsoury ra 
In Eng ai Pegornry vement, 


for the Alli rator on the 
sand stamps nm the 





Conditions in Cuba 
(Continued from page. 87) 


political gesture to a very small percentage of our popu- 
lation, jeopardize the industry upon which the entire 
economic structure of Cuba rests? 

“It is most untimely. Directly after his election Pres- 
ident Hoover made a tour of good will to the Latin- 
American countries to cement the bond of friendship and 
promote trade relations. In less than a year are we to 
pass a measure which will not only nullify the good 
influence of this visit but tear asunder the trade relations 
which have been built up over a number of decades, and 
jeopardize for years to come the confidence and good 
will so precious to our national standing ?” 

A study of the above letters does not give as rosy a 
picture as the first letter I reproduced on Aug. 22. 
An analysis of the Cuban situation does show that the 
conditions in the larger cities are very much better than 
in the country. A casual visitor to Havana, not knowing 
the actual conditions of the Island would imagine, on 
account of the gayety of Havana, the good hotels, the 
high prices and the many pleasure resorts, that the 
Island was in a very prosperous condition. 

As is well known, very active efforts are being made 
to attract tourist business to Havana. There is also a 
movement under way to establish good roads connecting 
the various larger cities of Cuba, in the hope that these 
tourists instead of devoting all of their time to Havana 
will motor out to other parts of the Island. 

One of these letters portrays distressing conditions 
of labor on the Island. Naturally the passing tourist 
would know nothing about such conditions. 

Having in former years visited Cuba, and having been 
profoundly impressed with the beauty and the natural 
resources of this Island, I feel that others, as well as 
myself, will be interested in these letters describing 
present conditions on that Island. 


Three New Frost Door Stops 


Three new products have been added to the line of hardware 
specialties manufactured by C. L. Frost & Sons, Grand Rapids, 
Mich. 





Two of the articles are base knob door stops of the same 
general type, differing mainly in that one is round, while the 
other is octagon. The third new product is a floor door stop. 

Brass is the standard finish on each article, though they are 
also available in natural wood finishes to match any interior trim. 

Additional information may be obtained from the manufac- 
turer. 























HARDWARE AGE for SEPTEMBER 12, 1929 





Plan Ahead for Children’s Day 


(Continued from page 78) 


small dolls “played” there as well as in the sand in front 
of the pool. By using cement, the dolls could be 
fastened to the teeter boards in positions of action, and 
the effect was one of keen enjoyment. 

We covered the floor of the window with clean sand, 
which made the various playthings, painted dark blue, 
stand out vividly. Some of the dolls were dressed in 
blue overalls, a few wore khaki colored knickers and 
shirts, and some were just little girls in flowered dresses 
and bonnets. The celluloid dolls whose clothes were not 
part of them were dressed in frilly costumes composed of 
colored handkerchiefs tied with ribbons. In addition to 
the dolls using the playground apparatus, others were 
pulling small wagons or wooden animals. A few merely 
sat in the sand as if digging; one had her hand on her 
shovel in a pail filled with sand, and one was pushing a 
beach ball. Every doll represented a child actually at 
play. 

The window attracted a great deal of attention, espe- 
cially when the larger merry-go-round was in motion. 
Small boys and girls—and many not so small—stood for 
long minutes, taking in every detail of the picture. 
Mothers had considerable difficulty persuading their off- 
spring that it was necessary to move farther down the 
street. Within the first twenty-four hours, one little girl 
insisted on having a doll just like one she saw in the 
window. Other children demanded wagons. Cries of 
‘Why, there’s Toyland itself!” “Mother, just look!” 
and “Oh, I could just stay here forever!” reached us 
many times each day, and marks of small hands and 
lips made frequent washing of the window necessary. 
Even the tiniest tots stopped to look, and one baby stood 
in its buggy kissing chubby hands to all the dollies. 

The night before Children’s Day itself, the other front 
window was trimmed with wheeled goods of various 
kinds, some fishing tackle and camp equipment being 
added for the benefit of the older “children” who love 
play as much as those whose years are in childhood’s 
realm. 

Summer is the time for outdoor enjoyment. Children 
who have been in the schoolroom for nine months need 
to get outside. Anything which will add to the all-round 
development of child life should have a prominent place 
in the merchant’s planning. Until one has learned to 
play, he lacks a very important quality, essential to the 
well rounded life. Proper attention to the play instinct 
results in stronger manhood and womanhood, and the 
wise merchant cooperates with the wise parent in provid- 
ing those things which help make childhood a period of 
growth in every desirable manner. 

Just how much additional business was secured as a 
result of the advertising and display work connected 
with Children’s Day would be difficult to determine. 
The pleasure children and grown-ups alike derived from 
watching the doll children at play in the window during 
the two weeks it was shown, made the time and effort 
well worth while. 





THE @ 
TOLEDO 4 
TORCH 


That better means of protecting construction work at 
night. Cheaper and more effective than breakable 
and misleading lanterns. The only torch which gives 
reliable protection, the year around, regardless of 
weather. All claims for performance fully substan- 
tiated by its users. 

Insist on the genuine Toledo Torch with the Economy 
Burner. Your job deserves this protection at night 
and no other torch can give it to you at so little cost. 
Its flashing yellow signal fully illuminates the danger 
zone and gets the traveler past quickly and safely. 
Use yellow. No other color means caution. And use 
the Toledo Torch. The harder it blows the better it 


burns. 














@. UE 


TOLEDO PRESSED STEEL CO. 
TOLEDO, OHIO 








Place two EASY HANGERS on 
Display and 
Watch 

Sales Jump!~ 


Place one open 
EASY HANGER and 
one closed EASY 
HANGER on display 
(see _ illustration) 
and every prospect 
will become a buyer. 
It sells itself! 





EASY 
COMPACT HANGER 


is strongly built of steel, finely finished 
in Japan and will last a lifetime. Will 
ar\¥ mot rust. A dozen or more garments 
} can be hung on this popular priced 
HANGER, yet when not in use it 
folds to less than 5” of space. Can 
be attached anywhere, creating a dozen 
times more storage space. Invaluable 


in Home, Office or Club. 
Retail Price $1.00 


Manufactured by 
EASY HONE COMPANY 
16 West 22nd Street, New York, N. Y. 
















Distributors wanted for this fast sclling 
specialty. Write for territory and prices. 





























HARDWARE AGE for SEPTEMBER I[2, 


1929 





New ( atalogs and ‘Dealers’ Helps 


Available from Leading Manufacturers 


Globe Stove Co. An interesting 
Issues New Catalog catalog  describ- 

ing two of its 
parlor furnaces has been published and 
released to dealers recently by The 
Globe Stove & Range Co., Kokomo, Ind. 
This booklet has been designed to aid 
the dealer and his selling organization 
in merchandising the company’s ““Glow- 
Boy” and “Ray-Boy” furnaces. An- 
swers to common questions regarding 
the products are given, construction 
facts presented and many _illustra- 
tions in color employed. This booklet 
is called “The Clincher” as its contents 
have been prepared to help dealer clinch 
furnace sales. 





P. & F. Corbin Div. Modern color 
Issues New Booklet of builders’ hard- 

ware is shown in 
a new booklet recently published by P. 
& F. Corbin Div., American Hardware 
Corp., New Britain, Conn. Through 
skillful photography and printing many 
new models of builders’ hardware are 
shown in the natural hues of the metals 
used—brass, bronze, nickel, with the 
various effects of corrosion, oxidation 
and other results of exposure artfully 
stimulated and idealized. Pompeiian and 
polychrome finished knobs, escutcheons, 
handles, etc., are shown. 





Hanson Scale 
Co., 525 N. Ada 
St., Chicago, IIl., 
is issuing a catalog which completely 
covers its line of automatic scales. In 
it are shown and described, scales for 
bathroom, diet, postal uses, nursery, 
daily scales and hanging balances. One 
or two new models are shown for the 
first time in this catalog. 


Hanson Scale Co. 
Complete Catalog 





Northland Ski Skis, sleds, snow 
Catalog Ready shoes, toboggans and 

hockey sticks are pres- 
ented in an unusually interesting man- 
ner in a new catalog-manual recently 
produced by Northland Ski Mfg. Co., 
Merriam Park, St. Paul, Minn. Mr. C. 


A. Lund, president of the organization 
and a skier since boyhood, gives com- 
plete information on how to ski, il- 
lustrating his ideas with many action 
photographs. 


Various types of tobog- 











gans, snowshoes and styles of hockey 
sticks are shown and described. Useful 
information for both death and user is 
included in this booklet, “Northland 
Skis.” 
Atlas Ansonia The many  pro- 
Has New Catalog ducts manufactured 
by The Atlas-An- 
sonia Co., 54 Grant St., New Haven, 
Conn., and distributed through the 
hardware trade are described and il- 
lustrated in the company’s new catalog. 
Among the items presented in this book 
are shelf brackets, coat and hat hooks, 
sink drain protectors, pencil sharpeners, 
the Richard oiler, sewing kits, glove 
dryers and knife sharpeners. There are 
many other useful items also covered 
by this catalog. It is a carefully com- 
piled book, has many illustrations and 
gives list prices throughout. 





An attractive new 
catalog, printed in 
three colors has just 
been issued by the Utica-Duxbak Corp., 
Utica, N. Y., covering the complete and 
extensive line of Duxbak serviceable 
clothes for life in the open. The Dux- 
bak line of hunting clothes, the Utica 
mackinaws, windbreakers and sweaters 
as well as sport socks, athletic shirts 
and similar equipment are shown and 
described in this book. The new ca- 
talog is larger than previously publish- 
ed. It folds conveniently for the pocket 
and has an attractive hunting scene in 
duotone on the cover. 


Utica-Duxbak 
Issues Catalog 





The August is- 
sue of The Emer- 
son Monthly, pub- 
lished by The Emerson Electric Mfg. 
Co., 2012 Washington Ave., St. Louis, 
Mo., contains much useful information. 
Ideas are given to stimulate the sale of 
ventilating fans, news of interest to 
dealers is presented and the classified 
advertising pages offer many bargains 
in motors and generating apparatus. 


Emerson Monthly 
for August, 1929 





Better Radio Realizing that radio 
Reception Book reception is often 

spoiled by static un- 
knowingly created in the home, the 
Radio Manufacturers Association, Inc., 


11 West Forty-second Street, New 
York, N. Y., has issued “Better Radio 
Reception Manual” which tells how to 
avoid distortion of reception. In addi- 
tion to improper tuning and poor tube 
contact, the improper use of many elec- 
trical appliances are said to often hinder 
radio reception. This is an interesting 
book and can be secured for a small 
amount from the association. 








“Horseshoe Pitch- 
ing Pointers,” an 
interesting booklet 
relative to the game of horseshoe pitch- 
ing is now being distributed by The 
National Standard Horseshoe Co., Inc., 
1620 Barth Court, S. W., Canton, 
Ohio. Official rules, layout for a horse- 
shoe court, tips on correct pitching, 
names of tournament winners and de- 
scriptions of “National Standard” horse- 
shoes can be found in this booklet. 


New Pointers on 


Pitching Shoes 





The new series 
of hinged pipe 
vises produced by 
Armstrong Mfg. Co., Bridgeport, Conn., 
are shown in a circular issued by the 
company. There is a standard line and 
a heavy duty line. Both are illustrated 
and described. 


Circular for 
Hinged Pipe Vises 








An interesting 
and comprehensive 
review of oil heat- 
ing for residential purposes has been 
prepared in booklet form and issued by 
the Oil Heating Institute, 342 Madison 
Ave., New York, N. Y. In “Oil Heat- 
ing and the Business of Living,” the 
advantages of oil heating are clearly 
stated with no reference made to any 
particular fuel oil company or oil burner 
manufacturer. Illustrations help to tell 
the story effectively. 


Complete Review 


of Oil Heating 





Page Steel & 
Wire Co., Brid- 
geport, Conn., has 
sent to dealers a new folder which il- 
lustrates and describes the company’s 
new high carbon fence. This fence has 
been manufactured for unusual strength 
and service. The folder is printed in 
two colors. 


High Carbon Fence 
Folder Printed 
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business for 


No. 45 

Height—51” 
Length—54”" 
Width—21” 
Available in 4 Colors 


fat Display—Greater Sales with the new 
vit MULTI-TABLE DISPLAYOR! ~ 


Four display tables in the 
space of one—no wonder “Mullti- 
Table” Displayors are boosting 
hardware’ mer- 
chants! “Open display’? makes 
the customer stop—look—BUY! 


Write for Folder H contain- 
ing full detail and 20 DAY 
FREE TRIAL OFFER! 


UNIVERSAL FIXTURE 
CORP. 
135 W. 23rd St., New York, N.Y. 








Shelves Adjustable to Any Height. 















Showing why DENISTON ‘‘led- 
heds” last longer, are easier used 
and do a better job. 





Pat. 3-16-26 





And also why 
you can give 
more ‘“‘led-heds’’ 
per pound. 


Here’s a lead headed nail that really takes the place of 
the old lead washer by completely plugging the hole made 
when a nail is driven into the roofing. 


The head is large enough to effectively cover the break 
in the galvanizing and the lead being on the under side of 
the head and on the shank of the nail prevents the roof 
from rusting. 


Furnish your trade a better nail on which you will secure 
a substantial profit and repeat orders. 


If your jobber cannot supply you—send us his name and 
we will forward you samples and circulars. 


The DENISTON CO. 


4856 South Western Avenue, CHICAGO 








The Best is none too good 
SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 





Trade Mark 


Beware of Imitations 


Manufactured by 
EB. A. Berg Manufacturing Co., Ltd. 
Eskilstuna, Sweden 


SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


carry a full line of 
SWEDISH >< ~ TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN 
WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 


609 E. Hennepin Ave. 304 — ay Exchange Bids. 
Minneapolis, Minn. 








Coristine Bids. 
Mentreal, Can. 








Improved ‘‘Barnes’’ Type Pipe Cutter 
from the ARMSTRONG BROS. 


Line of Better Pipe Tools 














This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
Pipe. 


Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
—Improved Knife Blade 
Design — Cut faster, last 
longer. 








Write for ARMSTRONG BROS. TOOL CO. 
Catalog “The Tool Holder People” 
P-10 314 N. Francisco Ave. Chicago, U. S. A. 





MOST HUMANE Cow Hobble 
Ever Invented—and it SELLS 


Cannot cut or chafe the cow’s 
leg. Affords greater leverage 
than others and holds tail more 
securely. Never kinks or tangles. 
Can be put on and off more 
quickly. Big seller. Retails at 
75 cents per set. Satisfaction 
guaranteed or price refunded. 
We back up the dealer. Write. 


Imperial Bit & Snap Co. 


1400 Clark Street, 





Reichert’s 
No-Kick 


Racine, Wisconsin 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 

contemporary puts it: \ 
have been copied, the rest will be.” 


“Some of them 











Mother: ‘“‘What wey were ye kept in 
at the schule?” 

Johnny: ‘“’Cause, I didna ken where 
the Azores were.” 

Mother: “Weel, try and mind in the 
future where ye pit things.” 


Counsel: Do you realize you’re fac- 
ing the electric chair? 2 

Prisoner: I don’t mind facing it; it’s 
sitting in it I don’t like. 





Constable: “Your car awaits with- 
out.” 
Diner: “Without what?” 
Constable: ‘Without lights. 
and address, please.” 


Name 





Policeman: As soon as I saw you 
come around the bend I said to myself, 
“Forty-five at least.” 

Lady Driver: How dare you? 
this hat that makes me look so old. 


It’s 





It is the duty of the great orator to 
howl for war, and then hold some other 
man’s coat while he fights. 


“Angus, they tell me you and broth- 
er Donald were in a railway accident. 
Did you collect any damages?” 

“We did. But never a shilling wud 
we have, had I no thocht to kick 
Donald in the face.” 





“T like this quaint little mountain vil- 
lage of yours, waiter. I suppose I can 
get plenty of oxygen here?” 

“Sorry, sir, but prohibition agents 
are very active around here.” 





“Mr. Jackson, er,—that is, I would 
like to, er,—that is, I mean I have been 


going with your daughter for five 
years.” 
“Well, whadda you want—a _pen- 


sion?” 





A neighborhood theater treasurer is 
picking up big-time ways. 

As a patron walked away, leaving 
change on the counter, he was asked 
what he did in a case like that. 

“T always rap on the window with a 
sponge,” he replied. 


One dark and stormy night Uncle 
Eli Podger’s baby was taken sick with 
the colic, and his wife, Jerusha, hustled 
him off to town in his old Ford to get 
15 cents worth of ipecac. 

Twenty eventful years passed. The 
baby got over the colic and at the age 
of 19 married a traveling man from 
Pittsburgh. Aunt Jerusha in all those 
twenty years had never lost faith in 
her husband. He would return some 
day and be able to explain it all, she 
told everyone. 

Finally that day came. Eli breezed 
in in the same old Ford, got out and 
handed the bottle of ipecac to his 
wife. 

“What kept you so long?;’ she asked 
in her usual calm manner. 

Eli replied: “I was 
parkin’ space.” 


lookin’ for 


“T heard a new one the other day. 
I wonder if I told it to you?” 

“Ts it funny?” 

“Yes.” 

“Then you haven't.” 


“The street-car service is rotten. 
Always over-crowded.” 

“Yes, but father, you got a seat 
didn’t you?” 

“Yes, but your poor mother had to 
stand all the way.” 





Scotchman: “Are you good at find- 
ing lost golf balls, my lad?” 

Caddy: “Yes, sir.” 

Scotchman: “Well, find me one then 
and we will start.” 





“Conductor ! 

“Sure.” 

“You see, I’m stout and I have to get 
off the train backwards; the porter 
thinks I’m getting on and gives me a 
shove on again. I’m five stations past 
my destination now.” 


Help me off the train.” 


Mrs. Tugson had bought a perambu- 
lator on the hire-purchase system. For 
month after month she had visited the 
shop which sold it to her, handing over 
her meager installments. Her visits 
were so numerous that she became quite 
well known to. the assistant who served 
her. 

At last the time arrived when Mrs. 
Tugson had paid in full. The assistant 
bade her a touching farewell as he gave 
her the receipt. 

“T shall miss you, Mrs. Tugson,” he 
said; “you've been such a regular cus- 
tomer. Er—how is the baby getting 
on now?” 

Mrs. Tugson gave a satisfied smile. 

“Very well, thank you,” she replied. 
He’s getting married next week.” 


Judge—“Have you anything to offer 
to the court before sentence is passed 
on your 

Prisoner—‘“No, judge. I had ten dol- 
lars, but my lawyer took that.” 


“Not a bad looking car you have 
there, Jim. How’s the pickup?” 

“Don’t know.” 

“How come?” 

“My wife’s always along.” 


He: “This dining room table goe 
back to Louis XV.” ' 

She: “That’s nothing. My whole 
dining room set goes back to Sears 
Roebuck on the fifteenth.” 
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~-(CHICAGO)— 
SPRING HINGES 





that is 
Out-Selling 















ae e 399 
‘asada all others The “Premier 
ing time, 44 hours. ~ 
Height, 15% in. In 
Weight, with 

































EUROPE! 


chimney, 2.94 lbs.; 
without chimney, 


2.27 lbs. Tinned. 





E famous Feuerhand 
(Firehand) Lantern— 
known all over Europe as 
the best hurricane lantern 
ever made—is destined to be 
the fastest-selling lantern in 
America. Customers quick- 
ly recognize the superior 
Feuerhand features. Fe uer hand 
Lanterns have a thicker tin coating 
than any other make—are warrant- 
ed rust-proof. Storm-proof and 
Shock-proof. One-piece oil con- 
tainer—guaranteed not to leak. Let 
Feuerhand—the finest 
and fastest-selling lan- 
tern on the market— 
increase your lantern 


Type 4001 


Quality with Economy 


Sell your customer a Quality Hinge without 
increased cost. 


Contractors save the difference in price of the 
Premier Spring Pivot-Hinge through economy 
in application. The single rectangular mortise 
cut at the corner of the door can be made quickly 
and accurately without extra fitting. 


a =TS i se “hice oO 4 > i j oe 
No. 260/10": Burning Dealers who sell Chicago Premier Spring 


profits. Write today time, 20 hours. Height, Pivot-Hinges satisfy their customers and pave 
for information about 13.4in. Weight, with ; , : ee Fort . 
shien 540 Tehs wih the way for increased sales and future profits. 


complete line of styles 
and sizes. A. H. Leh- 
mann & Co., Inc., 132 
Front Street, NewYork 


out chimney, 2 lbs. Tin- 
ned, gold- and copper- 
bronze finish. Extra large 


filling cap. Chicago Spring Hinge Company. 
MH Any yw CHICAGO NEW YORK 


A SAUL SATA LNA UD} a 











Manufactured by Hermann Nier, Beierfeld, Germany 





INTRODUCING THE CHAMPION 


WITH BROKEN BLADE ATTACHMENT 
A NEW FORSBERG PRODUCT 














Broken Blade Attachment Fits 
Either End of Frame Holding 
Broken Blade. * 







ADAPTED TO EVERY SAW 
REQUIREMENT—A LIFE TIME 
HANDY SAW. 


THE NO. 125 CHAMPION MARKS A NEW ERA IN 
HACK SAW DEVELOPMENT. WITH BROKEN BLADE 
ATTACHMENT WILL SERVICE ALL BLADE PARTS. 
THIS IS THE WORLD’S MOST PRACTICAL SAW 
LET US SEND YOU DETAILS OF SPECIAL OFFER 
THE FORSBERG MFG. CO., BRIDGEPORT, CONN. 


The Hacksaw Specialists 
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DIAMON D“E” 









All-Metal Frame 


CLOTH WINDOW VENTILATOR 


Tell your customers that the CLOTH in DIAMOND 
“E” Window Ventilators means better air to breathe 
and a cleaner household. Strong, fine-woven 
CLOTH that never pulls away from the 
INDESTRUCTIBLE all metal frame. 


11 popular sizes 
Retail at 45c. to $1.05 













BUY 












FROM 
VOUR JOBBER 
THE KING OF 


® 
REX ‘ BOTTLE CAPPERS 


TREMENDOUS LEVERAGE 
NO ADJUSTMENT—LOW COST 
Caps Bottles from 1 

Pint to a Gallon. 
THE BEST CAPPER 

MADE 





MANUFACTURED BY 


THE REXHOUSE 
MFG, COMPANY 


INCORPORATED 


105 Cottage Street 
LITTLE 
GIANT POUGHKEEPSIE, N. Y. 





GIANT 


JUNIOR 























ald 


Shy all in Wu 





Sell RED DEVIL Cutters 


Popularity and Profit Certainty 


024—Universal ELLING is_your 

032—Extra Large Wheel || * business — Profit 

is your goal. There- 

023—Ball End Handle || ¢o¢¢ in Glass Cutters 
48—6 Wheels —RED DEVIL. 


Name and number stamped on wy al 
Easy to identify when out of the box 


1165 SPRINGFIELD AVENUE 
IRVINGTON, N.J., U.S.A. 

















Coming Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
CoNnvENTION, Atlantic City, N. J., Oct. 21, 22, 23, 24, 1929. 
Hotel headquarters, Marlborough-Blenheim. Charles F. 
Rockwell, secretary, 342 Madison Ave., New York City. 

ILL1Ino1s ReTAiL HarpWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 


Iowa RetaiL HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, secretary, 
Mason City. 


MicHIGAN Reta HARDWARE ASSOCIATION CONVENTION 


| AND Exuisition, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 


Headquarters, Hotel Pantlind. Exhibition will be held at 
the Klingman Exhibition Building. A. J. Scott, secretary, 


_Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. 
Casey, manager, 2344 Nicollet Ave., Minneapolis. 

Missour! RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exurition, New Hotel, Jeffgtson,St& Louis, Jan. 28, 
29, 30, 1930.* F. X, Bechererpsect@tary, 5106 Nerth Broad- 
way, St. Louis. 

NATIONAL HARDWARE ASSOCIATION OF THE UNITED 
StaTEs CONVENTION, Atlantic City, N. J., Oct. 21, 22, 23, 


24, 1929. Hotel headquarters, Marlborough-Blenheim. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 


St. Louis, Mo., June, 1930. Herbert P. Sheets, managing 
director, 130 E. Washington St., Indianapolis, Ind. 


Tuirp ANNUAL NATIONAL House FURNISHING Ex- 
wiBiIt, Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, 
Palmer House. Warren Edwards, secretary, 105 West 
Adams St., Chicago, IIl. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
ENGLAND HarDWARE DEALERS AssocIATIon, Mechanics 
Building, Boston, Mass., Feb. 20, 21, 22, 1930. Headquar- 
ters, Hotel Statler. George A. Fiel, secretary, 80 Federal 
St. 9, Boston, Mass. 


Nortu Daxota RetatL HARDWARE ASSOCIATION Con- 
VENTION AND Exursition, Feb. 11, 12, 13, 1930. Place of 
meeting to be decided later. Charles N. Barnes, secretary, 
Grand Forks. 

Ou10 HarpwArRE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. Car- 
son, secretary, 315 Mutual Home Building, Dayton. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, Inc., CONVENTION AND ExXHIBITION, Atlantic 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, 
1930. Sharon E. Jones, secretary, 610 Wesley, Building, 
Philadelphia. 

South Dakota Retail. HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis, Minn. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION CoN- 
VENTION AND Exurpition, City Auditorium, Houston, Jan. 
21, 22, 23, 1930. Dan Scoates, secretary, College Station. 


West VIRGINIA HARDWARE ASSOCIATION CONVENTION 


AND ExuHisiTion, Huntington, W. Va., Jan. 21, 22, 23, 
1930. James B. Carson, secretary, 315 Mutual Home Build- 
ing, Dayton, Ohio. 
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JZ Wherever Wrought 
Strap and Tee Hinges 
or Hasps are required, 
these GRIFFIN products 
offer the utmost... in 
sturdy, practical qual- 
ity and service. 


Query 


Manufacturing Co _| Manufacturing Co _| 


ERIE, PENNSYLVANIA 
vanch Offices, 
New York, 45 Warren St. 





arch 
San Francisco, ert 03 Market St. 


























Only the Original 


NEVERBREAK 
FIRE TOOLS 


Have These Popular Selling Features 


That's why they are the most 
popular sellers on the market 




















Handle, will not 
bend or break in 
use. Available with 
10”, 16” or 20” 
handle. 


Blade and _ shank 

one piece — forged 

from high carbon 

bar steel—no welds 

or rivets to come 

apart. Hollow grips 
prevent heating. 

e 
“Neverbreak” | 


stamped on the blade 
as a mark of genuine- 
ness and a guarantee of 
satisfaction. 








Will not bend or 
dent. 


Made from ;” 

round, special high 
carbon _ steel of 
great rigidity. 


Lustrous black satin finish 
makes them suitable for 
use everywhere. 


Polished tips. 
**‘Neverbreak’’ 
stamp identifies 
them as genuine. 


Every year the demand for Neverbreak 
Fire Tools is increasingly great. Orders 
are filled in order received. To insure | 
having a supply on hand for this profitable 
Fall and Winter business, ORDER NOW. 


Manufactured only by 


The Union Fork & Hoe Co. 
Columbus, Ohio 
































128 


HARDWARE AGE for SEPTEMBER 12, 1929 








it has been the 


Fastest Selling 
25-cent Screw Driver 


on the market 


OR over a year, the Bridgeport Yellow Crown has 
out-sold all other 25-cent screw drivers! And no 
wonder! Here’s a screw driver with an over-sized 
handle, special analysis steel blade, and tempered point—a 
quality driver throughout—for only 25 cents! And its 
bright yellow crown draws the eye and stimulates sales! 


Send for FREE Display Stand 


Sell Bridgeport Yellow Crowns! Don’t overlook this 
fast-moving, easy-selling item any longer. This Yellow 
Crown assortment— 4 dozen each of 4”, 5” and 6” 
screw drivers—costs you only $2.00 and sells for $3.00. 
And the striking metal display stand pictured above is 
supplied you absolutely FREE! Send for yours NOW! 


THE BRIDGEPORT HARDWARE MFG. CORP., BRIDGEPORT, CONN. 


America’s Largest Makers of Screw Drivers 


Bridgeport 


TOOLS and HARDWARE SPECIALTIES 





or Over 


The Garage Door 


Should have Phenix specially-designed bolts and 
holders. They are made, too, for factories, ware- 
houses and fire-doors. A turn of handle locks 

or unlocks top and bottom bolts of both doors. 


PHENIX 


HOLDERS a (| 


prevent acci- 
dents, broken 
headlights and 
bent fenders. 
Operated by 























hand or foot. 


PHENIX MFG. CO. 


032 Center Street, Milwaukee, Wis. 

















DIONEER 


TRADE MARK FARM 
piovistered POULTRY 
. LAWN 


FENCE 


CONTINENTAL 
STEEL 
CORPORATION 


Kokomo, Indiana 

















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 


For example, on pages 7 to 79 it indicates by the key num- 
bers 17, 18, 27, 60, 68 and 72 which hardware wholesalers 
handle “electrical household specialties,’ “‘electrical supplies,” 
“guns, revolvers and ammunition,” “sporting goods,” “toys 
and games” and “wheel goods,” respectively. 

Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S.; and they 
too handle the products just mentioned. 


CONTENTS OF VERIFIED LIST 
Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c. to $1.00 Syndicate Stores carrying hardware. 
Department Stores ey ga age one and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 
ail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen's calls. Every manufac- 
turer’s sales manager should have one on his desk, and 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 
It really is 16 directories in one. 


Published annually, $15.00 postpaid 
Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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The box that 
holds trade be- 


cause of Honest 
Quality Inside. 


Full count, full 
weight, of good 
honest quality tacks 
in every Atlas box. 
You can be sure of it 
every time you sell 
one to a customer. 








You can also be sure that each customer will 
continue his patronage. Not only because 
he will appreciate the full weight and 
honest quality but because at no time will 
any single Atlas tack give him cause for 
unfavorable comment or reflection. 


When customers buy Atlas tacks they 
remember where they got them. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 
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SAMPLE ROOMS THAT CREATE 
MORE SALES IN 


CINCINNATI 


UNPARALLE LED hospitality, unexcelled service, comfort 
and a cuisine that has made the GIBSON famous, all help 
make the Queen City stopover a pleasant and successful one 
for the traveling man. A wide selection of light, airy sample 
rooms offer an exceptional opportunity for display to the best 
possible advantage. Reasonable rates. 


HOTEL GIBSON 


Cc. C. SCHIFFELER, General Manager 
Make Reservations, or Send for Booklet 
SAN FRANCISCO CHICAGO 
1019, 681 Market Street 900 Wrigley Bldg. 


SEATTLE LOS ANGELES 
416 University St. 428, 510 West 6th St. 





NEW YORK CITY 
1019 Flatiron Bldg. 
PORTLAND, ORE. 

1101 Buyers Bidg. 


















Fit Any Portable Vise Stand 
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HINGED 


PIPE VISES 


No Useless 


Last for Years of Continuous Use. 


Simple Design. True Quality. 


Weight. 


Features That Make Perfect Results. One 


Piece Slide. Three Models. (All Sizes) 
STANDard, Heavy Duty, and Kit (Clamp) 
Type. Unlimited Guarantee— 


AT NO EXTRA COST 


7A RMSTRONG MFG.CO: 


INDED 1865 


oF BRIDGEPORT 


Send for Special Folder G 


NEW SERIES 


Ae Le 
HINGED PIPE VISES 
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= always harvest time 


for A-P dealers. Stock 
A-P hanger hardware and 
you sow the seeds that 
produce customer satis- 
faction and harvest 
dealer profits. Catalog 97 


is yours for the asking. 


ALLITH-PROUTY COMPANY 
Danville, Illinois 


Manufacturers of 
Garage Door Hardware Fire Door Hardware 
Rolling Ladders Overhead Carriers 
Spring Hinges Door Hangers 
Airport Door Hardware Malleable Iron Washers 
Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


Manufacturers of the finest line of Airport and 
Garage Door Hardware 








SALES 
ee | 


The surest way to judge the merits of a tool 
is by its sales. 


Sales depend upon demand. Consider the 
demand for screw drivers. Every home, 
shop, factory, store, office, garage, service 
station and mechanic has use for one or 
more screw drivers. 
Last year the sale of 


CHAMPION 


Screw Drivers 


was close to 300,000. The buying public doesn’t 
ask for one particular brand of screw driver to 
that extent without some good reason. 


The reason for the popularity and demand for 
Champion Screw Drivers is found in their quality 
and construction. Blades forged from toughest 
steel. Every blade tempered exactly right and 
shrunk securely into a solid malleable bolster. 
This bolster rests in a heavy ferrule. The tang 
which forms part of the bolster enters and passes 
well into the handle. The blade cannot work 
loose or turn in the handle. Every blade tested 


to split a screw head. 


Sizes: 114” to 30” blade lengths. Packed one- 


half dozen in box. 


If your jobber cannot supply you—write to us 
and we will refer you to the nearest Jobber who 


will. 


HARDWARE COMPANY 


TORRINGTON, CONN,., U. S. A. 
New York Office 151 Chambers Street 
ESTABLISHED 1854 INCORPORATED 1864 
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How a long-wearing belt 
aids Hoover leadership 


The belt of an electric cleaner 1s seemingly a minor part. When it wears 
out — as all belts do — it takes but a moment and costs but a few cents 
to replace it. Yet The Hoover Company thinks this minor part im- 
portant enough to call for a special testing device. In this machine belts 
of various types are continuously revolved over pulleys to duplicate in a 
short time the wear of a long period of ordinary use. From these tests 
has been developed the present Hoover belt, conspicuously long-lived 


One of the greatest factors in Hoover leadership has 
been the cordial endorsement of The Hoover by its 
users. One reason for this unreserving approval has 
been The Hoover’s freedom from minor disabilities 








The HOOVER 


Jt BEATS.-.as it Sweeps as it Cleans 


THE HOOVER COMPANY, NORTH CANTON, OHIO - The oldest and largest maker of electric cleaners - The Hoover is also made in Canada, at Hamilton, Ontario 
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Electrical Beauty Aids Have a Strong 
Appeal to the Fair Sex 


VERY woman strives to appear at her best on 
E every occasion. Compliments on her attractive- 

ness are always cherished. Women, as a rule, are 
devoting more attention to their personal appearance 
than ever before. Not one ritual 
of their youthful and fetching 
feminine charms is neglected. 
Advanced methods in beauty 
operations have permitted an ex- 
tension on the period of years 
during which a woman’s beauty 
may be well preserved. Improved 
cosmetics have helped, but the 
greatest contribution arrived 
with the invention of electrical 
beauty devices. They are de- 
signed to erase the telltale 
marks of years and preserve the 
youthful feminine beauty with 
the minimum of trouble and ex- 
pense. It is no longer necessary 
for the ladies to make regular 
trips to beauty parlors, for elec- 
trical appliances permit the 
same procedure within the pri- 
vacy of the home, under more 
pleasant surroundings and at 
considerably less expense. 








Electrical Goods Section 





This has opened up a new avenue of profit for the 
hardware dealer who has been awake to the possibili- 
ties offered in the sale of electrical devices coming under 
the “beauty aid” classification. New devices are making 


their appearance on the market 
almost every day and there is 
every reason to believe that elec- 
trical merchandise of this de- 
scription will shortly offer just 
as lucrative an opportunity as is 
now found in the sale of electri- 
cal table appliances. Many of 
the devices now on the market 
are considered practically indis- 
pensable by every well groomed 
woman, while many more are 
rapidly gaining in feminine 
favor. 

Most every hardware mer- 
chant realizes how important 
the woman customer has become 
in recent years. We may be 
making the most of the oppor- 
tunity of providing them with 
the larger electrical appliances 
for the home, which save time, 


(Continued on page 149) 
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Electrical Beauty Aids Have a Strong 
Appeal to the Fair Sex 
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EK every occasion. Compliments on her attractive- 
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feminine charms is neglected. ne Sy KK 
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cosmetics have helped, but the 
greatest contribution arrived 
with the invention of electrical 
beauty devices. They are de- 
signed to erase the telltale 
marks of years and preserve the 
youthful feminine beauty with 
the minimum of trouble and ex- 
pense. It is no longer necessary 
for the ladies to make regular 
trips to beauty parlors, for elec- 
trical appliances permit the 
same procedure within the pri- 
vacy of the home, under more 
pleasant surroundings and at 
considerably less expense. 
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This has opened up a new avenue of profit for the 
hardware dealer who has been awake to the possibili- 
ties offered in the sale df electrical devices coming under 
the “beauty aid” classification. New devices are making 
their appearance on the market 
almost every day and there is 
every reason to believe that elec- 
trical merchandise of this de- 
scription will shortly offer just 
as lucrative an opportunity as is 
now found in the sale of electri- 
cal table appliances. Many of 
the devices now on the market 
aré considered practically indis- 
pensable by every well groomed 
woman, while many more are 
rapidly gaining in feminine 
favor. 

Most every hardware mer- 
chant realizes how important 
the woman customer has become 
in recent years. We may be 
making the most of the oppor- 
tunity of providing them with 
the larger electrical appliances 
for the home, which save time, 


(Continued on page 149) 
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HOW BERGHAUSER SELLS 
MAJOR ELECTRICAL APPL 


Why Electrical Goods Move in Fulton, Missouri, Where the Young- 

Old Berghauser Hardware Co. Has Kept up With Every Vital 

Change in the Merchandising Procession Since 1868—This Firm's 
Self-Fixed Electric-Trade Quota for the Year Is $20,000 


T’S a hot, fat spark that flashes 
between the Berghauser Hard- 
ware Co.’s controlled eagerness 

to sell and the local public’s re- 
strained impulse to buy. Merchan- 
dising management controls the one, 
and inevitable economy restrains the 
other. But there is action—electric 
action! 

Electricity has been given a key 
place on this mercantile team. Elec- 
trical goods move in Fulton, Mo., be- 
cause the Berghauser Hardware Co. 
pushes electrical goods. For that 
and no other reason. 

The house of Berghauser is a 
glowing example of what it takes to 
keep up with the procession. It is 
just as young in policy as it is old 
in experience. The firm was founded 
three years after the close of the 
Civil War by William E. Berg- 
hauser. His pioneer enterprise and 
leadership were followed and de- 
veloped by his son, Louis Berg- 
hauser. The founder died in 1921. 

Now his three grandsons, the Holt 
brothers, are swinging into the ac- 
tive management. L. Reed Holt is 
the senior. Their uncle, Louis Berg- 





IS IT PRACTICAL FOR THE FULTON HOUSEWIFE TO COOK WITH 
ELECTRICITY? 


Fulton housewives know the answer by this time and numbers of them now have 


electric stoves right in their own kitchens. 


And housewives elsewhere are learning 


the same lesson. 


hauser, though not so close to the de- 
tails of the business as formerly, 
continues to share in the job of 
shaping its progress. Reed Holt took 





hold five years-ago. For another five 
years before that he had sold paint 
on the road. 

In 1928 the Berghauser company 
sold 22 electric stoves in Fulton at 
an average price of $185. There, 
alone, was an electric volume of 
better than $4,000. This is the firm’s 
third electric stove season. The first 
year was largely experimental and 
educational. Fulton had to be con- 
vinced that electric stoves were 
practical, convenient—and economi- 
cal. Fulton knows more about them 


HOW ELECTRIC STOVES ARE DIS. 
PLAYED BY BERGHAUSER 


Electrical goods are “standard merchan- 
dise” in this Missouri retail hardware es- 
tablishment. There is nothing about elec- 
tricity to “scare” the Berghauser staff. 
They are quite at home with any electrical 
appliance that can stand the merchan- 
dising test and installations and service do 
not bother them in the least; neither does 
the replacement bogey. 
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[ANCES 


now and continues to buy electric 
stoves. 

Static? “There isn’t any static 
worth mentioning,” declares L. Reed 
Holt, than whom Thomas A. Edison 
himself couldn’t be more enthu- 
siastic about the present and future 
of electricity. “Of these 22 electric 
stoves we sold last year there was 
only one case of replacement; we had 
to replace the elements in one stove. 
Ordinarily these elements last about 
four years. 

“The electric stove is about as 
sturdy as any other stove. Since we 
started selling electric stoves three 
years ago we have encountered only 
four cases of replacement. That is 
hardly enough ‘grief’ to talk about. 
Our business in this line is in- 
creasing. Since the first of January 
down to date (June 21) we have 
moved 21 electric stoves, just one 
less than we sold throughout the 
whole of last year. 

“By this time I regard the market 
for electric stoves quite as attractive 
as the present market for coal-burn- 
ing ranges. More and more houses 
here are being wired. Naturally, 
most of our electric stove sales are 
confined to the city, but that condi- 
tion will not always obtain. Already 
we are running a high-line across 
Callaway County. That means more 
prospects for electric stoves and 
other electrical goods. It is our pur- 
pose to develop every possibility. 

“Fulton has a favorable rate on 
electricity. Our plant is owned 
municipally. It is not difficult for 
me to look ahead to the time when 
the modern house will be heated 
electrically. As for electrical cool- 
ing, we already have it. Our sales 
of electric refrigerators and fans 
are all the evidence necessary to sup- 
port that statement. We have no 
gas in Fulton. That helps our elec- 
trical business, of course. 

“We can cook with electricity 


EDGING INTO THE RADIO CORNER 


Berghauser Hardware Co. moves merchan- 
dise because they “push” merchandise. 
Recently they added an electrical vibrator 
and regard it as a great improver of the 
human race. Their radio volume last year 
rose to $5,000 and it’s not through rising. 


Electrical Goods Section 





AN ALLURING RETAIL EXPOSITION OF ELECTRIC REFRIGERATORS 


Many of these hardware units, however, are sold by the Berghauser salesmen “from 


the outside.” 


They believe religiously in the old Missouri proverb that ‘The bee 


that gets the honey never loafs around the hive.” But they do no “blind canvass- 


” 


ing. 


more economically than we can cook 
with coal. The housewife can dump 
scuttle after scuttle of coal on a fire 
and not realize what it is costing the 
family pocketbook. Coal has become 
a matter of habit. 

“Somehow, she doesn’t think of 
coal as money, which it is, but when 
the bill for electricity comes along 
in the mail—well, in some cases, 
she’s not quite used to it yet. Grad- 
ually, however, the lesson is sinking 
in. Householders around here are 
beginning to realize that a dollar’s 


They track every lead to its lair and nearly every lead generates offspring. 


worth of electricity doesn’t cost a 
cent more than a dollar’s worth of 
coal, although it’s a much cleaner and 
more convenient dollar. 

“Whatever she may think of the 
money end of it—and the facts can 
be explained to her satisfaction—the 
woman with an electric stove in her 
kitchen is invariably as proud as a 
peacock. And her husband! He’s 
proud, too—proud and happy to get 
away from the irksome and dirty 
task of building a fire every morn- 

(Continued on page 154) 
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WIRING THE FARMSTEAD 


EDITOR’S NOTE—This is the eighth of a series of instructive articles on Elec- 
tricity on the Farm by R. H. Rogers of the General Electric Co. These articles 
were originally prepared for broadcast talks over WGY and we are sure that they 
will be of interest'to those who arc selling and will sell such equipment to farmers. 


HE re- 
sponsibil- 
ity for 


the adequacy of 
the farm wiring 
system rests 
with the owner. 
How can he 
make sure of 
obtaining a 
complete wiring 
system? Expe- 
rience is prov- 
ing that many 
of the wiring 
jobs, while meeting safety stand- 
ards, are not proving adequate 
to carry the service desired. As a 
guide to the farmer installing a new 
wiring system or to the one who 
wishes to change his present layout 
for the sake of greater convenience 
and load carrying capacity, a brief 
outline of what should be considered 
in securing a good wiring installa- 
tion is provided. 

The wiring system of an electrical 
installation is the foundation which 
determines the uses to which elec- 
tricity can be put and the conve- 
nience of its application. 

Just as a lack of good roads pre- 
vents the automobile from attaining 
its greatest usefulness in many 
rural districts, so lack of complete 
and adequate wiring on the farm will 
prevent the farmer from using elec- 
tric service to its fullest advantage 
in lighting the buildings and grounds 
and in doing the manifold tasks of 
household work and farm chores 
such as grinding feed, milking cows, 
cooling milk, pumping water and 
cutting wood. 

If the farmer is the owner, a com- 
plete wiring system makes it possi- 
ble for him to have light and power 
where it will give the most efficient 
service and under convenient and 
easy control. It will enable him to 


do the farm chores in less time and 
with more satisfaction, with the final 
result of earning a larger income. 








There is a fair- 
ly .wide choice 
among the sys- 
tems of wiring 
that are approved 
by the National 
Board of Fire 
Underwriters. The 
permanence, com- 
pleteness and con- 
venience of the 
system, however, 
is to be deter- 
mined by the 
owner. 

The local elec- 












It will keep him abreast of the prog- 
ress in other lines of industry where 
power is used to a maximum, thus 
greatly increasing the’ output per 
man; in other words, resulting in a 
saving of labor. 

If the farmer rents his farm, a 
complete wiring system will pay him 
interest, both in the form of in- 
creased rental and in securing a 
better tenant. When the farmer 
wishes to sell his property, a good 
wiring system will better the oppor- 
tunity for a sale and increase the 
selling price. 

It is well to consider that the in- 
vestment in a good wiring system 
results in a permanent improvement, 
continuing to give service year after 
year without changes or any more 
expense. If an inadequate wiring 
system is installed, it will not be 
long before additional expenditures 
will be necessary in order that elec- 
tricity can be used to the fullest ad- 
vantage. 


tric company can 
be of great assis- 
tance to the own- 
er in preparing 
the specifications for the wir- 
ing system preliminary to ask- 
ing for bids. A public utility, 
organized to furnish electric 
service, has the responsibility 
and desire to assist its cus- 

tomers in securing the most 
satisfactory use of electricity. Its 
knowledge, gained through years of 
experience, will be valuable to the 
customer in avoiding costly mistakes 
and in providing for a wiring system 
that will be economical and yet com- 
plete. 

Every local company has certain 
requirements which experience has 
proved necessary that it enforce be- 
fore it will connect service, one of 
which is that the wiring be inspected 
and approved as safe by the National 
Board of Fire Underwriters. 

The plans and specifications for 
the wiring system having been care- 
fully worked out, it is important to 
secure bids from reliable contractors. 
There are many ways in which a 
contractor of doubtful standing may 
reduce his bid through poor work- 
manship, an incomplete job, and by 
using materials below’ standard. 
Therefore the best protection, as in 
any other business contract, is to 
deal only with reliable contractors. 
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Models. 


2. Popular Prices. 


3. Quality and Service Uncondi- 


LANDERS. FRARY & CLARK. NEW BRITAIN, 


THE TRADE MARK KNOWN_IN EVERY HOME 





CONN 


1. A Complete Variety of Types and 


tionally Guaranteed. 


4. A World-famous Household 
Trade-name that sells goods. 


5. A Sales Program Insuring Big 
Results. 





Fully as effective as 
many selling for 
twice as much. 


$29-5° 


Attachments 
$7 extra 
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Super Vacuum 





Auto Vacuum Cleaner 
Handy and effective 
for cleaning car in- 
teriors and hard- 
to-get-at places. 


The Greater Universal Line of Cleaners Offers 


New Model 58 
Motor-Driven-Brush 
Ball-Bearing Cleaner 

A triple vibrating-whisking- 
sucking action, resulting from 
a scientifically designed ro- 
tary brush working in uni- 
son with a powerful suction, 
cleans thoroughly and speed- 
ily—brightening the nap. 


$ 39-50 Attachments 


$7 extra 


HATEVER may be your customers’ wants 

or preferences you can satisfy them com- 
pletely within the newly increased UNIVER- 
SAL line of Cleaners—at prices that please the 
customer and with very substantial profits for 
you. 


All types of UNIVERSAL Cleaners are me- 
chanically perfected to do a superior cleaning 
job—without need of servicing. They will 
steadily build up your vacuum cleaner business. 


Advertising and Sales Helps 


Over 10,000,000 copies of the foremost National Magazines 
are carrying UNIVERSAL Cleaner Advertisements this year. 
Counter folders and display cards, window cards, broadsides, 
newspaper mats, demonstration material—everything you 
need to present these cleaners impressively to your customers 
—are furnished free. 


Our district representative will be pleased to explain 
how the complete UNIVERSAL line will assist you in 
getting a larger share of the cleaner business in your 
territory. Write today. 


LANDERS, FRARY & CLARK 


NEW BRITAIN, CONN. 


all 
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Riding the 























HOR dealers are. riding the crest of the wave! 


Through the length and breadth of the land— 
they are just simply going big! 


a Every month this year so far we have beat the previous 
month’s record by a beautiful margin. Thor dealers did that! 


a More Thor products are being sold every day than even 
our enlarged new plants can build. So we’re building more 


new plants. Thor dealers did that! 


THE HURLEY 


22nd St. and 54th Ave., 














Ele 
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Crest of the Wave! 


June and July—usually off months in this business—were the greatest 
months in all Thor history. Thor dealers did that! 


More inquiries were received in June and July from Thor’s over-a-half- 
million-dollar advertising campaign than in any two-month period in all 
Thor history. We did that—and Thor dealers sold the washers and ironers. 


Yes, sir—Thor dealers are riding the crest of the wave. And they 
know it! 694 new ones have joined us in the last six months. They have 
seen the handwriting on the wall. 


A change has taken place in this business. Women have learned that 
a washer of highest quality and super-speed can be built and sold at a 
fair price. Thor dealers get the benefit of that! 


Qa Women are learning daily of the great time and labor saving features. 


in the new line of Thor ironing machines. Also built as fine as they 
can be built—and sold at a fair price. Thor dealers are reaping a harvest 
from this great development. 


| But most of all! 


Every Thor dealer knows he is selling for an organization that will 

q not for a single minute allow competition to “get the jump” on him. 
An organization equipped through great resources, great experience, 
and great financial stability—to spend millions if need be to maintain 
the leadership of its dealers. 


After all—the progress of any organization depends on the progress 

q. of its dealers. We recognize that—and our whole plan of building and 
selling is built on that premise. Thor dealers are riding the crest of the 
wave. Write us about joining them. 


MACHINE COMPANY 


CHICAGO, ILLINOIS 
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Cutting out the block 


-Screw Itrob 










?..2 Light Custer 
Nails to hold 


/ a“ a 
= Nipple 
Sfp tS 


Sockets Cluster in place 
Part that" ah 
the Cluster \\'( .-Jurned Wood 
fits over. CL? i Spindle or Shaft ,, 








or “Nipple uf 


Top Block, 











Top Block 













Vase... 








top of Block 
——- P y 
Inder Base oe 
allow Lock-Nut _~ Turned Wood 
on lube Vase Block 
eine 7 a | 
Felt stuck on Base A 


: ay - ‘to a 
3 Hole totake) agate gore 
F size and shape of 
Brass lube Vase being counted 


-/"Dow! made 
right on Spindle 
to hold on to 


--- Depth that the 
short Top Block 
goes down to 
when in place 





Turning the base block 


Beautiful Lamps Made of ly 


_| Shape and Depth 
of Deep-Block when 
in place.This 1s only 
used when Vase-/s 
not to bedrilled. 
Cord comes out of 


A set of turned blocks 





Drilling the vase 


By JAMES STUART HILL 


S anything more 
| beautiful and artis- 

tic than a vase-lump 
well mounted? Does any 
other type of table or 
boudoir lamp add to 
much to the decorative 
effect of any room as a 
lamp made of a beauti- 
ful vase of harmonizing 
colors? 

That vase-lamps are 
popular and’ have been 
for some time is no 
secret, but I firmly be- 
lieve that this will be a 
banner year for them. 
Anyone who doubts this 
statement need only look 
over any group of the 
better magazines and 
note which lamps are 
being featured, both by 
the manufacturers and 
in the housefurnishing 
articles. 

While many manufac- 
turers are offering vases 
completely mounted and 
wired, the great ma- 
jority are supplied with 
metal bases made of 
various kinds of metals 
and a still greater num- 
ber of finishes. These 


finishes in many cases 
are not in keeping with 


the vases themselves and sometimes 
clash rather badly. 

To buy your vases unmounted al- 
lows you to select the exact shapes, 
colors or designs most suited to 
your particular trade, while you 
also have the privilege of mounting 
them in any manner that you think 
best. 

Mounting your customer’s own 
vases is a very profitable business 
and is trade that should not be 
overlooked, as you will be agree- 
ably surprised how many people 
will tell their friends “what a love- 
ly lamp” you made out of their 
vase. The result is that they re- 
member “that odd vase” that they 
have had for years and are not 
using, thus another job for you. 


A S we had been mounting vases 
for our customers for many years 
before it became really popular, we 
had every opportunity to test the 
various methods which presented 
themselves from time to time. Un- 
til we adopted the present method 
we were obliged to have a special 
spinning made for each vase. This 
cost us more and often fitted badly 
on the vase tops. Besides we were 
obliged to carry a large assortment 
of metal bases to enable us to fit 
the many types and sizes of vases 
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Assembling the vase 


which were for 


mounting. 


brought to us 


Cue present method is to get a 
full description of how the cus- 
tomer wants it to appear when fin- 
ished. We then warn her that all 
work is done at her own risk to 
the vase. Although the company 
has assumed no responsibility in 
case of breaking, the repair-shop 
electrician has never had the mis- 
fortune to break one during the 
fifteen years or so that he has been 
mounting vases. 

The drilling is performed by first 
centering the base, then by using a 
small l-in x %4-in. emery wheel 
which is put on the small electric 
hand drill. This only breaks the 
surface glaze of the pottery or 
china. To complete the hole, a 
piece of carborundum *% in. x 3 in. 
long in a special chuck on the same 
electric hand drill does the job. 
Sometimes when the hole is started, 
if the pottery is not too hard, it can 
be finished with a center punch. 


How different shapes are mounted 


As soon as the hole..has been 
drilled, a tag or paper is tied or 
stuck to the vase, on which are 
complete instructions as to style, 
size and finish wanted, sometimes 
a rough sketch is also made. The 
vase is then sent to the wood-turner 
who fits both the top and bottom 
blocks right on, then making sure 
of a perfect fit. These are then 
given the usual finish of several 
coats of varnish, which usually is 
black ebony. Dull black ebony has 
been found to harmonize best with 
all colors of vases and shades, al- 
though most any finish can be had 
providing a hard wood such as birch 
is used. 


Som customers, for various rea- 
sons, do not want to have their 
vases drilled. To overcome this ob- 
jection and still be able to give 
them good work, we have a block 
made as shown in sketch herewith, 
which is the full inside height and 
the diameter of the top opening at 
the smallest point. 


Lamp vase completed 


Completed with shade 


Your Own and Customers’ Vases 


This mounting, then, has the same 
appearance as those first mentioned 
with the exception that base blocks 
are dispensed with. When they are 
mounted in this way the owner can 
still use her vase for it’s original 
purpose, if desired, by lifting out 
the block, which is a lamp in it’s 
self. ; 

Make arrangements with some 
good wood-turner or lamp manufac- 
turer in your locality who is 
equipped to do the finishing as well. 
Obtain from him a flat price per 
set for making blocks—as described 
here—to be fitted to each vase that 
you Send him. 

By doing this you are able to 
tell your customer how much it 
will cost her for the complete wir- 
ing and mounting. Try a few small 
advertisements telling the people 
of your community that you are 
prepared to transform their vases 
into useful as well as _ artistic 
lamps. Even the classified adver- 
tisements may surprise you for re- 
sults. 





HE approach of autumn and winter brings the busy season for electrical appliance sales. 
Lamps and their fittings, radio and its accessories, as well as the long list of modern elec- 


trical requirements will be in greater demand than ever. 
reap the benefit of this buying season. 


Bring out these seasonal items and 
It is estimated that 40 per cent of the radio sales of the 


year are made in the months of October, November and December. 
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' the rest of the 
| story — prices and 


: Nileo Lamps. 


' 


H.A.-9-29 


+ Works, Inc. 
' Emporium, Pa. 
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The Lady Who Comes for Curtain Rods 
Will Buy these Modern Lamps 


URTAINS and curtain rods are into a testing socket so she can see its 
decoration—and so are the Nilco mellow light. 
Decorative Lamps, whose beautiful shape 
and color are planned for the modern  There’s little trouble you need to take. 
home. And little conversation required. Just a 
Before you wrap up the rods she wants, brief introduction makes friends for 
Nilco Decorative Lamps. And sales. 







speak of these modern lamps. Slip one 








Ask Your Jobber’s Salesman 
About Nilco Lamps 
Or 


NILCO LAMP WORKS, INC. 
EMPORIUM, PENNSYLVANIA 














Nileco Lamp 





I'd like to get 


literature about 
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NEMA Division Strives to Perfect 
Its Refrigeration Safety Code 


By LELAND P. BANNISTER 


Merchandising Advisor, Refrigeration Division, 


HEN the Refrigeration Di- 

vision of the National Elec- 

trical Manufacturers Asso- 
tion of certain refrigerant gases. 
of this year, following the disband- 
ing of the Refrigeration Manufactur- 
ers Council, it immediately entered 
upon the preparation of a refrigera- 
tion safety code to be reviewed later 
by the American Standards Associa- 
tion. 

This was the first concentrated, 
organized effort in that direction on 
the part of the manufacturers. The 
drafting of such a code naturally in- 
volved a great deal of time and ef- 
fort. Reports of engineering re- 
search and investigations were ob- 
tained and the opinions of many au- 
thorities were solicited. The NEMA 
code was rapidly nearing completion 
when several accidents occurred in 
Chicago, which were ascribed to the 
escape of gases from electrical re- 
frigerators. 

Because of the rarity of accidents 
from that cause the Chicago situa- 
tion developed into news of the first 
order. The ensuing investigations 
were reported in detail by the press. 

Dr. Arnold H. Kegel, Health Com- 
missioner of Chicago, after medical 
research concluded that the accidents 
that took place in that city early in 
July were due to refrigeration gas 
poisoning and not a _ species of 
ptomaine poisoning thought to have 
been the cause of some earlier ill- 
nesses. 


‘Dae electrical industry got on the 
job immediately. At the request of 
Dr. Kegel an industry conference 
was called, headed by R. Bourke 
Corcoran of the Electric Association 
of Chicago as chairman of the re- 
frigeration industry committee. 
Without waiting for discussion or 
further action, manufacturers adopt- 
ed every possible safeguard to their 
installations. These included the use 
of packless valves, running tubes in 
conduit, anchoring refrigerators to 
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the floor and evaporators within the 
refrigerators, and numerous other 
technical safeguards. 

On his side, Dr. Kegel organized 
two committees—a health committee 
of seventeen eminent engineers and 
doctors and a sub-committee of four. 





ERTAIN accidents 

occuring in Chicago, 
attributed to escaping 
gases from electrical re- 
frigeration, received na- 
tional publicity through 
the newspapers. This ar- 
ticle by Mr. Bannister 
sheds light on facts not 
generally known about 
the situation, particularly 
in regard to the Electrical 
Refrigeration Safety 
Code. Hardware dealers 
will find it to their ad- 
vantage to keep posted 
on the work of the or- 
ganization mentioned in 


this article—The Editors 











* 


The assistance of leading chemical 
engineers was obtained. The prin- 
cipal question before the various 
meetings was that of adopting new 
standards of installation and main- 
tenance. 

From a purely constructive point 
of view, the Chicago situation 
showed the industry that what it had 
honestly considered safeguards up to 
that time were not adequate. The 
art had to be developed to a higher 
point. 

A thorough investigation showed 
that the problem was one of how the 
refrigerant was to be contained and 
controlled rather than the eliminar 


National Electrical Manufacturers Association 


tion of certain refrigerant gases. 
Since all the Chicago accidents 
occurred in dwellings and apart- 
ments containing multiple installa- 
tions the first arguments centered 
around the banning of multiple sys- 
tems. It was finally stated that the 
industry can and will make multiple 
installations safe. The questions 
still remain, however, of the number 
of apartments that should be con- 
nected to one machine and the num- 
ber of pounds of refrigerant to be 
allowed in any single system. 


Dr. Kegel then placed the burden 
of proof on the industry by stating 
that no installation was safe which 
permitted a possible leakage of 2 
pounds or more of refrigerant into 
the residential part of any dwelling 
in twelve hours—or of 10 or more 
pounds into the basement. The 
manufacturers’ test specifications in 
that connection are of interest. Most 
manufacturers have succeeded in 
producing refrigerators in which the 
leakage is limited to less than 2 per 
cent of the total refrigerant content 
in a year’s time. This would seem to 
prove definitely that the few acci- 
dents that have occurred have been 
due to faulty installations and im- 
proper treatment of refrigerators in 
use. 

At the present time hearings are 
still being continued in Chicago. 
The next meeting between the indus- 
try and the Chicago officials will be 
held prior to Sept. 11. In the mean- 
time the industry, represented large- 
ly by the NEMA Refrigeration Di- 
vision, is making every effort to com- 
plete a safety code in form for sub- 
mittal to the A. S. A. A meeting of 
the Division was held in Cleveland 
on Aug. 1 at which the code was the 
major topic of discussion. 

The manufacturers have been 
working day and night since then to 
prepare the refrigeration code which 
it is expected will soon be ready for 
approval and adoption. 
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11,000,000 
buycrs will see 


Advertisements 


In 1929 
Nomas are 


Advertised in 


Saturday Evening Post 
Ladies’ Home Journal 
Better Homes & Gardens 
Good Housekeeping 
McCalls Magazine 
World’s Work 

Review of Reviews 
Golden Book 

Forum 

Parents 

Photoplay 


t —_ ton — 


14, 


The Biggest Sfory beer lold about 
Christmas and Decorative Ligh woe 


is being written on the minds of the millions every- 
where throughout these United States—Not by 
Noma’s enormous advertising campaign which out- 
rivals even anything that Noma has ever done, but 
by the actual use of these famous color-lights in 
public demonstrations in honor of Thomas A. Edison. 

Scenes of electrical beauty made possible by Noma 
Color-lights are 
being indelibly im- 
pressed on the 
minds of the multi- 
tude. These fore- 
shadow new and 














STRINGS OF COLOR 


lights 


"Te Pee 
‘ AIF 







at f (i 


greater use of color 
light to mark all PA 
occasions of gaiety 
arid festivity. They denote the 
threshold of that new and greater 
market which every dealer, jobber 
and public utility will share in the 
future; the broader and more general use of color 
light for all festive occasions. 

People used to buy one string of Noma Color- 
lights. Now they buy five, ten, even fifty and one 
hundred. It used to be only the Christmas tree. Now 
it’s all the shrubbery, the fences, the hedges and 
countless other outside effects. 

And because Nomas are extension outfits, each 
string equipped with extension connections, each set 
equipped with weatherproof wiring and weather- 
proof sockets of exclusive design, with the famous 
Red Bead that holds each light upright like a fairy 
candle, nine out of ten buyers ask for them by name. 

Don’t wait. Order your Nomas now! Last season 
thousands of dealers experienced a shortage. This 
year the call will be greater than ever. Be prepared. 


THE NOMA ELECTRIC CORPORATION 
340 Hudson Street, New York City 


“Holds lamp upright 
—doesn’t slip off.” 
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Gwe “AUTOMATICALLY” 
«) takes the trade by storm 


er 
insured 


Lady Dover 


AUTOMATIC 





“TEMPERATURE AT A TOUCH OF THE FINGER” 


Dover has been making Automatic Irons for 20 years—the famous Dover “A-BEST-O” being signal evi- 
dence of Dover’s supremacy in the Automatic field. 

Now we present Lady Dover Automatic, a full six-pound iron, with all the known and proven superiorities 
of the original Lady Dover—plus the most simple yet efficient Automatic principle ever devised—the same 
principle Dover used and sold for 20 years, time tested and trouble proof. 

Automatic control is on the hood in center of regulating dial which also shows materials to be ironed. 
The arrow pointed to any material automatically gives the correct temperature for that material. Holds 
any temperature between 300° F. and 600° F. indefinitely. Equipped with heavy duty armored plug. 
Insurance policy packed with each iron insures your customer lifetime service. 

Packed in individual Display Carton, 5 cartons to case; shipping weight, 43 lbs. Catalogue No. 10A. List price, $8.75. 


THE DOVER MANUFACTURING CO., Dover, Ohio 
ATLANTA NEW YORK DALLAS 
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Faith in Electric Hardware 


Independence (Mo.) Hardware Co. Began to Carry and 

Push Such Equipment More Than Ten Years Ago, Yet 

Has Only Begun to Fight—Head of the Firm Sees Much 
Future Development in This Line 


snugly with the Independence 

Hardware Co.’s positive plan 
of merchandising. “We carry any- 
thing we can sell.” That’s the plan 
as stated by W. M. Gregg, president 
of this retail corporation organized 
at Independence, Mo., in 1903. Mr. 
Gregg himself has had just fifty 
years of “training” in the hardware 
trade. 

He has seen it develop from the 
stage of the old-time ironmonger to 
the stage of the new-time merchan- 
diser. All that time he has kept 
abreast of every change. He will be 
just as ready for tomorrow’s innova- 
tion as he was for yesterday’s. 

When he wrapped his first package 
of cut nails, half a century ago, he 


Nas hardware fits in 


By GEO. F. MASSEY 


had no more idea that he would one 
day be selling electric urns out of a 
hardware store than you have that 
a whale needs roller skates. Now he 
sells urns and other electric hard- 
ware just as naturally as he used to 
polish baseburners. Allen Qurollo, 
another seasoned hardware man, is 
manager of the big Independence 
store in which electric hardware is so 
congenial to the general scheme. 
This store is more than a store in 
the every day sense; it is a “mer- 
chandising plant” from third floor 
to basement and organized as such. 
Yet it is not over-organized. The 
management cuts the corners just as 
closely as any retail management in 
the land. It tackles the new along 
with the old and makes them blend 


into the modern merchandising pic- 
ture. 

There are not many items in elec- 
tric hardware for which there is a 
considerable demand in the commu- 
nity that the Independence people 
do not carry and push. Electric re- 
frigerators are soon to be added. 
Radio has been handled five years. 
For twice that long, or longer, other 
electrical units have been merchan- 
dised. 

Nor is the management afraid to 
sell quality. It is no trouble at all 
for Mr. Gregg and his associates to 
sell an electric iron at $7.50. An- 
other iron sells out of this store at 
$7. A chromium-plated waffle iron 
brings $8.50. 

(Continued on page 149) 








Appropriate autumn window display by Donald Myles, window trimmer for Treat Hardware Co., Lawrence, Mass. 
This fine touch of tieing up profitable merchandise with the season, has been done discreetly, without over emphasis 
to divert attention from the merchandise for sale. 




















WITH THE 


EVEREADY 


RAYTHEON 


SCREEN-GRID TUBE, 
ER 224 


TO THE wonderful performance of the screen- 
grid tube, Eveready Raytheon has added a 
remarkable improvement. Increased stability, 
greater uniformity, even better performance! 
And quick action! 

The four heavy elements in the screen-grid 
tube must be held in exact position in order for 
it to function properly. The patented Eveready 
Raytheon 4-Pillar construction, cross-anchored 
with eight points of support, holds the elements 
rigidly and permanently in position. The jolts 
and jars of shipment can’t distort them. Han- 
dling these tubes and installing them can’t dis- 
place their elements by as much as a thousandth 
of an inch. 

Each Eveready Raytheon Screen-Grid Tube 
gives the marvelous results which your cus- 
tomers expect from this type...and in which 
they have been so often disappointed. The per- 
formance of each tube is twice tested in our 
laboratory before the tube is shipped. The 4-Pil- 
lar construction of Eveready Raytheon Screen- 
Grid Tubes is of vital importance in every 
screen-grid radio receiver. 
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A.C. receiving tubes of all types . . . 
with the patented 4-Pillar construction 


LOOK at this exclusive 4-Pillar construction 
— with eight points of support — cross- 
anchored top and bottom. No other tube is 
built so strongly. No other tube can be built 
like this, for it is patented! 

Eveready Raytheon Tubes of every type 
give superlative performance on account of 
this unique construction feature. From all 
parts of the country come reports of greatly 
improved reception with Eveready Ray- 
theons .. . more power, better tone, greater 
distance! In addition, Eveready Raytheon 
A.C. Tubes are specially built for quick 
action. 











EVEREADY 
RAYTHEON 


Trade-marks 


LEADERS 
IN TELEVISION 


THE Eveready Raytheon Kino-Lamp for 
television reception is the first tube de- 
veloped commercially which will work with 
all systems. The Eveready Raytheon Foto- 
Cell is a long-life transmitting tube for tele- 
vision and talking pictures. And don’t for- 
get that we are the designers and manufac- 
turers of the original gaseous rectifying tube 
for “B” eliminators—the famous B-H tube 
—for which there is an enormous market. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 
Branches: Chicago Kansas City New York 
San Francisco 


Unit of Union Carbide and Carbon Corporation 











PILLAR || 
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— Faith in Electrical Hardware 


Even a little toy iron that doesn’t 
get very hot—for safety’s sake— 
commands a price of 85 cents. A 
single electric plate sells at $1.40; a 
double one at $3.75. And so the 
prices and quality run. Neither 
seems to affright the Independence 
buying public. 

Competition from outside the hard- 
ware trade? Yes, there are several 
electric shops in the city. They all 
carry more or less electric equip- 
ment, but their main job is wiring 
and special installations, and they 
don’t bother the Independence Hard- 
ware Co. to any heavy extent. 

Heaters, fans, toasters and electric 
table lamps are included in this firm’s 
line of electric hardware. And bulbs, 
big and little, of course. Flashlights 
sell steadily. So do the cells that 
keep them flashing. Electric wash- 
ers and vacuum sweepers take their 
natural places alongside the other 
units. 

Small supplies do much to swell 
the whole electric volume. House- 
holders who like to do their own 
electric work come here and buy 
their needs. Sockets, switches, fuses, 
wiring—all things of that sort—are 
available to every amateur electrician 
who seeks a miscellaneous selection. 
An electric device that beats eggs, 


(Continued from page 146) 


whips cream or mixes malted milk 
or ovaltine is a ready seller. 

Independence is a city of some 
seventeen thousand people. It has a 
municipal electric plant which fur- 
nishes current at a reasonable rate. 
Kansas City is only ten miles west. 
Two large power companies have 
woven a web over the countryside, 
conveying current into many a rural 
home. Farm folks buy electric hard- 
ware, too. 

“Electric merchandise is moving 
more rapidly every year,” declares 
Mr. Gregg. “That is a line in which 
we progress. More and more of 
such equipment is going into the 
modern home. We saw this develop- 
ment coming more than ten years 
ago and got ready for it. We have 
been stocking an increasing selection 
of electrical goods ever since and are 
not through yet by any means. 

“Every live hardware merchant 
should get into the electric swim. It 
becomes more attractive each season. 
The low cost of current here, of 
course, helps the sale of such mer- 
chandise. We have an electric ele- 
vator in the store. It used to be 
hydraulic and its operation then cost 
us about two hundred dollars a year. 
Now, with electricity, it never ex- 
ceeds the minimum charge of five 
dollars a month. 


“Our own experience, you see, 
teaches us the economy of electricity 
and it is seldom difficult to impress 
the customer as we have been im- 
pressed. By the way, we keep plenty 
of electric lights burning at night so 
that passersby can see what we have 
on sale. 

“IT guess we’re electric-minded, all 
right. This morning we sold two 
electric plates. Not long ago I sold 
a plate to a doctor. He needed it to 
heat water in which to sterilize his 
instruments. So it goes. The uses 
of electric hardware are almost in- 
numerable.” 

This hardware firm with such an 
aggressive present and interesting 
past does a total annual volume that 
seldom misses the $125,000 mark. 
That mark is exceeded in some years. 
In the old high and hectic days fol- 
lowing the war the business for one 
year splashed over $290,000. 

That’s history, perhaps, but the 
Independence Hardware Co. intends 
to make some more hardware history 
as it goes along. A lot of it is sure 
to be charged with electricity. The 
firm will simply be repeating history 
in terms of never-ending progress. 
Its faith in electric hardware is 
strong and is based on solid experi- 
ence. 


Electric Beauty Aids Have Strong Appeal to the Fair Sex 


(Continued from page 133) 











labor and money; we often neglect some of the smaller 
appliances, designed for more intimate use in preserv- 
ing feminine charms. 

One of the first requisites for the dressing table is 
an abundance of light, which the dealer should be in a 
position to provide in a matched set of boudoir lamps. 
Then from a modern standpoint, the electrical vibrator 
is a necessity said to banish “crows’-feet” and wrinkles 
and improve the complexion. A curling or marcel iron 
is still another need, and violet ray lamps for producing 
the “sun tan” effect now in vogue have a ready sale. 
Electrical exercisers which develop trim, well propor- 
tioned figures are in demand among modern women who 
cherish their charms. Electric hair dryers make a here- 
tofore lengthy task a short and easy one, and electrical 
heating pads which may be wrapped in wet towels make 
a hot massage a womanly delight. To the dealer seek- 
ing to delve further into the mysteries of milady’s elec- 
trified boudoir, he may find electrical heaters which 
remove the chill of the dressing gown or electrical per- 
fume dispensers or even electrical humidifiers which 


Electrical Goods Section 


purify the air and remove objectionable odors, of in- 
terest, and still other devices will merit his attention 
after these. 

It seems logical to assume that the modern woman 
would do without other things, if necessary, before 
considering trying to do without some electrical device 
which she has good reason to believe would add to her 
personal charm. Appearance is their greatest asset and 
it is not often neglected. A complete line of the elec- 
trical beauty aids in demand at present should also 
prove to be the means of developing closer contacts with 
the women who purchase such articles for their per- 
sonal use. If your store is interested in the women, it 
is natural to think the women will be more interested 
in your store. A woman who comes in for a boudoir 
lamp or curling iron may be a live prospect for the 
more substantial purchase of a larger item at the same 
time or in the near future, and if her problems are 
your problems you have paved the way to your door— 
where the woman customer should receive a hearty wel- 
come these days. 
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BEE-VAC’S cs IQs: th ANNIVERSARY 


























Free 
Attachments 

























Be: aring Model ——" 
Electric Cleaner, con- 
sumer price, $29.50 


Free 
attachments 











BEE-VAC Ball 
Bearing, DeLuxe 
Electric Cleaner, con- 
sumer price, $39.75 
Free 
attachments 











BEE-VAC Motor Brush 
Model Electric Cleaner, 
consumer price, $37.50 
Free 
attachments 








Bigger discounts 


A 40% discount on lots of three or 
more Bee-Vacs. 


Free attachments 


fiFree attachments with each Bee-Vac 
(full, G-12 standard $5.00 set), until 
Dec. 31st, 1929. 


To impressively celebrate its 20th anniversary—and to enable 
dealers to meet and beat all competition, including chain 
stores, catalog houses, central power stations, house-to-house 
canvassers, etc.—Bee-Vac announces a most attractive profit 
proposition. 

The offers, outlined above, speak for themselves. Remem- 
ber, they apply to any or all of the Bee-Vac models shown— 
the Bee-Vacs which, because of outstanding value, dealers 
can sell over-the-counter like staples—without demonstra- 
tions—without service attention—without comebacks of any 
kind. 

' 

Nationally advertised—approved by over a half million 
women—endorsed by Good Housekeeping and other authori- 
ties—sold hy more than 25,000 dealers—backed by $2,000,- 
000 in resources and 20 years of manufacturing experience 
—these three Bee-Vacs are indeed wonderful cleaners, giv- 
ing this special anniversary proposition unusual significance. 


You may order one each of the three Bee-Vac models, if 

: you wish, and the three-lot discount of 40% 
will be given. On orders for less than three 
Bee-Vacs, a 35% discount will be given. 
Free Bee-Vac display material and im- 
printed advertising will be gladly supplied 
upon request to us. 


Write us for full details of the Bee-Vac 20th 
anniversary proposition. Or order your Bee-Vac 
requirements, from your jobber, direct from this 
advertisement. Birtman Electric wie Dept. 
D370, 4140 Fullerton Ave., Chicago, U. A. 





BEE-VAC Electric 

Washer, Cons umer 

price (Kast of 
Rockies), $99.50 
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MAKES PRICE 
FRENCH ONLY 
“DRIP” $14.75 
COFFEE COMPLETE 
—— _ 
COFFEE 
NEVER xclecnd 
sais BEAUTIFUL 
PRACTICAL 
—_— 
== 
WATER 
PASSES WASH IT 
THROUGH IN WATER 
COFFEE . WITHOUT 
ONLY ONCE INJURY 





THE FIRST AND ONLY 


ANNOUNCING automatic PERCOLATOR 


Makes the Finest Coffee Every Time—No Variation 
No Levers or Timing Mechanism—Yet Fully Automatic 


Here is Science’s answer to the Perfect Coffee—made you may wash it in water as you would any utensil. 
right at the table. Strong French Drip Coffee—never It is the most sanitary percolator made. 


bitter because it never boils. 
PUT PEP IN SUMMER SALES 


Its operation is simplicity itself. Here’ at last is an appliance that 


There are no levers —no tim- . 
. say : o le ee ee Se sells on sight. All months look 
ing mechanism—no clocks. TI . I 

- 4 ks. The alike to the New Armstrong Auto- 
matic Percolator. To display it is 


to sell it—and what a wonderful 


amount of water poured into the 
water compartment determines the 
length of time the current is ON. 
Percolation starts in a minute. Six 
full cups of delicious “French 
Drip” coffee may be made in 16 


_window display it makes! 


Be the first in your city to cash in 
on this great Profit-Maker. Like 





minutes. all Armstrong Appliances, this New 
Percolator is sold through jobbers. 
If you don’t know the one nearest 


you, write us and we'll tell you 


This Percolator consists of two 
parts; the base containing a closed 
type Chromalox heating element 
and the automatic switch ;—and the 
beautiful copper coffee percolator 
itself. Since there is no heating 
element in the percolator itself, 


his name. 


But don’t delay. Here is an appli- 
ance that will put new life in your 
business. 





Base showing Chromalox Heating Element 


THE ARMSTRONG ELECTRIC AND MANUFACTURING CORPORATION 
Huntington, West Virginia General Sales Offices: 522 Fifth Avenue, New York City 
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Electrical Goods Section 
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Twenty sets per 
the 


quota of this five 
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year old depart. 
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gan in the hard. 
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In the radio shop of Henry T. Hansen, Chicago, every comfort for customers is provided. The personnel of 


the department is pictured on the opposite page. 


They are: Henry T. Hansen (seated left), Herman Hader- 


lain (seated right), Harlan Miller, service man (tuning in), Richard Crenshaw, salesman (standing right) and 
William Houlihan, salesman (standing left). 


T. Hansen of 935 East 55th St., 
Chicago, who operates a small 
but flourishing neighborhood hard- 
ware store, became convinced that he 
was passing up a “good bet” by not 
handling radio sets. Herman Hader- 
lain, one of Hansen’s “up and com- 
ing” young salesmen, was a radio 
enthusiast, and he too thought the 
hardware firm should make a genu- 
ine effort to secure some of the radio 
business of the neighborhood, which 
was fast fattening the pocketbooks 
of other merchants in that locality. 
The store was having an occasional 
call for radio accessories, and both 
Hansen and Haderlain reasoned that 
if new radio stores, manned by an 
unknown personnel, could open up 
and be successful right from the 
start, as was frequently happening 
right under their noses—that they, 
too, could do the same. They rea- 
soned that their firm was logically in 
a more strategic position to assure 
success, because of the store’s con- 
tacts with prospective radio purchas- 
ers, who were already regular cus- 
tomers of the firm when they re- 
quired hardware items. In addition, 
they felt that the firm’s reputation, 
of ten years’ standing, for business 
integrity and for the fair treatment 


Jt about five years ago, Henry 


of their patrons, would be a further 
advantage. Wouldn’t the customer 
feel that Hansen’s recommendation 
could be depended upon and that the 
radio set would be just as repre- 
sented? 

After arriving at the above con- 
clusions, they placed their first order 
for radio sets, entering the business 
on a very small scale. Haderlain 
quickly became even a more ardent 
radio enthusiast than previously, and 
it is said that he couldn’t even stop 
talking radio while having his daily 
lunch at a nearby restaurant. He 
talked radio from morning to night, 
but he must have discussed the sub- 
ject with the proper parties, for the 
radio end of the business grew by 
leaps and bounds. Within the com- 
paratively short space of three years 
the radio business had grown until 
it reached the stage where its an- 
nual volume exceeded that of the 
hardware total. 


By this Spring the radio depart- 
ment had expanded to such an ex- 
tent that it required more space than 
the hardware store could possibly 
provide and was far more productive 
from a revenue standpoint. Accord- 
ingly, a store building just across the 


street, at 936 East 55th Street, was 
acquired for the Hansen Radio Shop. 
Hansen and Haderlain are partners 
under the new management. Hader- 
lain manages the radio shop, while 
Hansen is actively in charge of the 
hardware store. A few demonstrat- 
ors are still exhibited in the hard- 
ware store—right up front, but 
when a customer “warms up” and 
shows an interest in the sets on dis- 
play, he is immediately escorted just 
across the street to the radio shop. 
The new arrangement is reported to 
be working out splendidly. 

An inkling as to just how impor- 
tant the radio department has be- 
come, before it was segregated from 
the hardware store proper, was ob- 
tained when Haderlain asserted: “We 
sold about four hundred sets the last 
year we had the radio department in 
the hardware store.” However, the 
rapid expansion of the radio‘ depart- 
ment was not the exclusive reason 
for the move to other quarters. The 
Hansen store is a small store, and 
often one salesman is alone on the 
sales floor. It was their experience 
in instances of this kind that the 
lone salesman might be in the midst 
of a sales talk to some radio pros- 
pect, when another customer would 
enter’for a half dozen screws or some 
































Hardware 


similar small purchase. It was then 
necessary for the salesman to excuse 
himself to wait on the customer with 
a minor need. Sometimes the radio 
prospects would lose interest in the 
interim, and occasionally they would 
walk out. Then, too, the radio busi- 
ness became so productive that there 
was a tendency to neglect the hard- 
ware lines. So it was really a com- 
bination of several reasons which 
seemed to make the move across the 
street the most feasible thing to do 
under the circumstances. 


H acertain says he is of the opin- 
ion that there are wonderful oppor- 
tunities in radio for hardware mer- 
chants at the present time, especially 
in the smaller towns and cities. He 
thinks the hardware dealer is better 
situated than most dealers to make 
“a go of it,” and the fact that mod- 
els are becoming more or less stand- 
ardized, almost as stable as automo- 
bile styles, is another thing he con- 
siders to be very advantageous to 
the hardware dealer considering 
starting in the radio field today. 

“Service,” said Haderlain, “is the 
one most important thing to keep in 
mind as a factor in developing a 
profitable radio following. You must 
keep your customers satisfied and 
contented. Accord them courteous 
treatment and respond quickly when 
called upon to adjust any complaint. 
You must have and hold their good 
will. We have sold some of our cus- 
tomers five different radio sets, and 
a good many have purchased their 
third and fourth sets, all within a 
year or so. When you can sell the 
same customer the same type of 
article from three to five consecutive 
times, especially where the amounts 
are as large as those involved in 
radio sales, you can rest assured 
he has been pleased in his dealings 
with your firm. 

“A successful radio department is 
no different than any other depart- 
ment—they all require a lot of hard 
work to build up. Our salesmen 
work on commissions, and they are 
constantly ‘drumming’ up business 
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outside the store. We employ four 
full-time men and three part-time 
men at present. A hardware dealer 
just going into radio should plan on 
having at least two men in his radio 
department—one man on the outside 
all of the time and one man in the 
store all of the time. 

“On trade-in propositions we try 
to stay below a ten per cent allow- 
ance for the old set on the purchase 
price of the new set. Sometimes we 
allow them ten or fifteen dollars for 
the old set and permit them to retain 
it as a ‘second’ set, just as the car 
dealers are trying to sell the advan- 
tages of owning two automobiles. 
Dealers should be conservative in the 
allowances they make for used sets 
and attempt to dispose of them rap- 
idly before they accumulate and are 
so obsolete they are unsalable at any 
price. 

“Ninety per cent of our radio sales 
are on the partial payment plan. We 
handle some of the paper ourselves 
and some is turned over to a finance 
company. Our repossessions aver- 


age about 8 per cent, and this is an- 
other feature which will bear watch- 
Some people will purchase a 


ing. 
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” Outgrew Its 
“Father” 


more expensive set than they can 
afford, if you encourage them. Try 
to get some idea as to their financial 
standing and sell them a set in keep- 
ing with their income. Our most 
popular set at present retails for 
about $200 complete, but this will 
vary with the class of prospects in 
the store’s locality. We carry five 
different radio lines. All of the five 
are high grade, nationally advertised 
makes, having well-known trade 
trade names. It is our opinion that 
a large selection lowers sales resist- 
ance, for if a customer expresses a 
preference for any one of the five 
leading makes we can supply it with- 
out attempting to change his mind 
about the set he wants. 

“Our sales quota now is twenty 
sets per week, which is not bad, con- 
sidering that we started our radio 
department in the hardware store 
but five years ago. A lot of hard- 
ware dealers can accomplish just as 
good or even a better record if they 
will devote some real effort to radio. 
It hasn’t required any extraordinary 
talent or ability—just plenty of en- 
thusiasm, the application of common 
sense and a lot of hard work.” 
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Selling Major Electrical Appliances 


ing. He smilingly exemplifies the 
force of that phrase, ‘consumer ac- 
ceptance,’ if anybody ever did. 

“Our experience has taught us 
that the hardware man who gets into 
the electrical swim with both feet— 
clear up to his neck, in fact—is no 
longer a slave to the seasons. Elec- 
trical goods sell through every month 
of the year. If he suffers a slump, 
unless conditions are very bad, in- 
deed, it’s his own personal slump.” 


a refrigerators consti- 
tute a lively department in the Berg- 
hauser Hardware Co.’s store. But let 
L. Reed Holt continue: “The electric 
refrigerator is one of the biggest 
things the hardware merchant can 
take on. We have found it so. 

“Within a little more than two 
years we have made 63 refrigerator 
installations. One of our customers 
S. R. Yantis—didn’t even come in 
to look at his electric refrigerator. 
He simply ordered it out to his home. 
In a little or no time that one deal 
jumped our volume up $260. That 
was the first payment. More than 
half the electric refrigerators we 
have sold were placed within the last 
six months, and we’re still going at 
a good clip. 

“Pretty soon we plan to have one 
man spend all his time on refrigera- 
tor sales. We develop virtually all 
our electrical prospects and sales 
through the canvassing method. Not 
‘blind _convassing,’ however. We 
find ‘leads’ and follow them through. 
That keeps us busy. 

“My brother, L. Hamilton Holt, 
spends half his time out of the store 
on this work now. He likes it and is 
good at it. Our service man, ‘Red,’ 
is a jewel, too. He revels in anything 
related to electricity. Nothing 
stumps him. He and ‘Ham’ both at- 
tend the electric refrigerator sales 
and service school in Saint Louis 
every year. 





sé 

is such attendance required in 
order for us to keep our refrigerator 
franchise? Well, to tell the truth, 
I had never thought of it that way. 
Perhaps there is a clause in the con- 
tract to that effect. “All I know is 
that you couldn’t keep those two 
away from that refrigerator school 
with a hickory club. They regard it 
as one of their rights and privileges. 


(Continued from page 135) 


If that school wasn’t available, I 
guess we’d start a school of our own. 
‘Red’ could teach it. So could ‘Ham.’ 

“We do all of our own electrical 
work. Our men are perfectly at 
home in it. We work outside on elec- 
tric washer sales, too, in fact, on all 
sales of electrical goods. ‘The bee 
that gets the honey never loafs 
around the hive.’ There’s a carload 
of common-sense in that old Mis- 
souri proverb. 


66 

Thor as I have said, we do no 
‘blind-canvassing.’ I doubt that it 
pays. But it does pay to stir up 
every ‘lead’ possible and run it down 
to its happy ending. Yet there isn’t 
any ending, either. Every sale leads 
to other sales. 

“Two of our men spend much of 
their time on electric refrigerators. 
My other brother, Lewis Holt, looks 
after the stoves. It doesn’t take him 
long to track a stove prospect to his 
lair. One man works on washers. 

“All our people here are happy and 
active. We do and say everything 
possible to keep them that way. 
They know their reward will come 
in some more substantial form than 
promises. One man is on straight 
commission; another is on salary and 
commission. 

“Even our delivery man—he’s only 
22 years old—spends about half his 
time out selling. The right kind of 
a man on the delivery wagon can 
sell a lot of hardware,. because he’s 
constantly in touch with people who 
are actually buying. hardware, more 
so than anybody around here, and 
we all try to keep in touch. We re- 
alized that some time ago, and we see 
no reason why we shouldn’t profit 
through such realization. 


“The refrigerator trade, shuts 
off, of course, in cold weather. Then 
what becomes of our refrigerator 
specialist? Why, he goes right to 
work on radio without a hitch. Elec- 
trical goods—a full line, that is— 
are all-year-round goods. 


“For two years we have merchan- 
dised radio. We expect to develop it 
further. Last year our radio trade 
added a volume of $5,000 to our 
business. We push one line of elec- 
tric vacuum sweepers. In fact, I 
think we carry a representation of 
everything in electrical merchandise 
made. 


“Our total electric trade this year 
should easily run to $20,000. That, 
added to our regular hardware vol- 
ume—this is distinctly a hardware 
store, as you can see—is enough to 
keep anybody up on his mercantile 
toes, 

“In the smaller goods we sell elec- 
tric irons, toasters, waffle molds, 
sandwich-toasters, bulbs, hair- 
curlers, percolators, flashlights, wet 
and dry batteries and so forth. Just 
lately we took on an electric vibra- 
tor. 


“Here it is. Mr. Holt put himself 
through some of the massages and 
rythmic exercises offered so liberally 
by the superhuman device and in- 
vited his plumpish visitor from 
HARDWARE AGE to accept the same 
service. The p.v. did so. Ah! That 
exhilarating sensation still persists. 
The p.v. left Fulton with an am- 
bition to challenge the champion in 
’most any physical field; later, with 
a wistful sigh, he gave up this idea, 
but so long as it lasted it was a 
splendid idea. 


“This machine has selling possi- 
bilities. It’s a great improver of 
the human race. Several’ families 
here have vibrators and report defi- 
nite benefits. Several more are 
interested in this one. The other 
day an elderly man came in and 
looked at the machine; said his hands 
were always cold; couldn’t get them 
warm. 


6 

I ASKED him to take hold of the 
exercising bar and turned on the 
current. The bar jiggled rythmi- 
cally and in a jiffy his hands were 
as warm as mine. Such’ demonstra- 
tions help. For my part, I’m glad 
the electric vibrator has joined the 
hardware lodge. It’s a winner. 

“Last fall we held an electrical 
goods show here in our store. It 
drew fifteen hundred people. That 
exposition was the best single plan 
we ever put through. Representa- 
tives of our various electric lines 
helped us sell and demonstrate. We 
built special backgrounds to set off 
the merchandise. 

“Some of the displays were so 
pleasing that we kept them, with 
variations, before the public. Next 
fall we’re going to repeat that elec- 
trical goods show in  bigger-and- 
better fashion.” 
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No. 296 T.S. GRECIAN 
PERCOLATOR SET 
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Has the same tall, stately lines y mma No. 259 Waffle lron 
of the popular Grecian design. ws } With Heat Indicator 
Same quality construction as No. bs - A L $8.50 Retail 

297, body being of heavy copper, Fy if VF 

finished in polished nickel, with *.)f te e ‘ 4 ; A high-grade, full-sized waffle 
gold-lined sugars and creamers 1 a = s \ iron with a positive heat in- 
to match. Complete with 8-cup a SS CE en ae a dicator in top. Highly polished 
percolator, 16” tray, sugar nickel. Drop handle, side 
and creamer, at $17.00 list. Per- WHITE CROSS handles and feet are matched 


colator alone, $10.50; 


Tray, $4.00; No. 289 Sugar and 
Same set, with 
Percolator, 


Creamer, $5.00. 
No. 295 (6 cup) 
$16.00 complete. 


TWIN CARBON ARC 
r 


LAM 
ULTRA VIOLET RAY 
List, Complete, $35.00 


INustrated is Model ‘“‘C’’, 
adjustable table and wall 


type. Diameter of lamp, 
10/2"’, depth 8’. Height 
20'2’’. Shipping weight, 
13 Ibs. Comes complete 


with carbons and goggles. 


A marvelous health-giv- 
ing unit as fine as the 
most expensive lamps, 
yet .priced low to sell 
quick -everywhere. Of 
the twin arc type recog- 
nized as the most effi- 
cient, assuring maximum 
radiation and ultra vio- 
let output with minimum 
current. 
cealed behind reflector. 


six minutes, 
treatments. 


Model “D”’. 


$42. 


switch. 











Mechanism of our 


288 


wives today. 
sugars and creamers gold lined. 
accessible and easily cleaned. 
separately, No. 297 Urn (9-cup, 
(16%4”), $6.00. 


Insulated 
Complete, 
13” 





Here, Mr. Dealer, 
are a few of the 
WHITE CROSS 
products that are 
going to bring 
you the biggest 
, FALL business 
a and profits you 
have ever en- 
joyed! 





own design con- 


No. 297 T.S. GRECIAN URN SET 
Entirely new and of Grecian Design so popular with discriminating house- 
Body of heavy copper finished in polished nickel. 


high), 
No. 289 Sugar and Creamer $6.00. 


These Nationally Advertised 
WHITE & CROSS Sellers 
Will Bring You 


iveroid finish. Complete with 
standard length heater cord and 
attachment plug. Heavy die- 
cast aluminum grids. Other 
efficient models at $6.80, $8.00, 
$8.80 and $10.00 list. 


Matched 
All parts 
Furnished 

290 Tray, 


handles always cool. 
list, only $24.00. 
$16.00. No. 


ances will keep 
the dollars rolling 
into your cash 
register! 

And the reason! 
Right now the 
biggest advertis- 
ing campaign in 
WHITE CROSS 
history is being 
launched, featur- 


BIG 
PROFITS 






Calibrated timing auto- 
matically cuts off current and rays after about 
the proper exposure for general 
Also, an 

Telescopes 
10%4 x 8”; shipping weight, 25 Ibs. 







Finished in White Vitreous Porcelain Enamel. 
1100 watts capacity in one burner. 

Same burner in Black Baked Enamel—No. 201—$6.50. 
be operated from any socket. 


WHITE fs. 


Electrical Goods Section 


Look them over— 
read all the glorious details—and 
then arrange at once to stock 


ae cae — them! For each one is a stand- 
"ahaa 7 out—a sure-fire seller needed and 





wanted by every electric home 
in America. As usual low in 
price and of guaranteed WHITE 
CROSS “quality that never dis- 
appoints,” these marvelous appli- 
aN NATIONAL 


Dept. M-30 


log—just off the press. 
facts about the 


below brings 
ligation! 


No. 202—NEW DOUBLE DUTY 


ELECTRIC STOVE 
$7.50 Retail 


Four station reciprocating Dept. 


Other electric stoves and ranges up to $44.00. 
Name 


Address 








MARK 





STAMPING & 


CHICAGO, 


FREE! 


You should have our valuable new cata- 
Contains all the 
0 complete 
CROSS line of Electric Stoves, Ranges 
and other Electric Appliances. 
it promptly—without ob- 
So write TODAY! 


QUICK! 


other items. Sweeping full-page 
messages in Liberty and other 
national magazines will lead 
ready buyers to your doors. Pre- 
pared to serve them, you will 
reap a golden harvest of profits. 
Let us send you full details and 
attractive sales ‘proposition. No 
obligation—simply mail the cou- 
pon NOW! 

ELECTRICAL 


3212-50 W. 


WORKS 
Lake 


Street 


WHITE 


Coupon 


National Stamping & Elec. Works, 
M-30, 3212-50 W. Lake St., Chicago, III. 


ize, 9 x 18 x 5% inches. Send me at once without cost or obligation your valuable ne 
. 2 , 9 s 
Both models can Catalog No. 30, showing the complete WHITE CROSS line. Al 
details of your attractive sales proposition 


State 





w 
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New Goods to Sell 


Grinnell’s Princess Ironer 


The Grinnell Washing Machine Corp., 
Grinnell, Iowa, have just placed on the 
market a new ironing machine known 
as the Princess Ironer. 

The Princess is a bench type ironer 
with a 28-in. roll covered with quilted 














cotton and unbleached muslin. Special 
features are: automatic operation with 
double knee controls (rubber covered) 
and conveniently located hand controls 
with colored bakelite handles, Westing- 
house heating units, polished aluminum 
shoe with nickel-plated face. Shoe can 
be turned up completely, and can there- 
fore be cleaned easily. It has a jade 
green enamel finish. 


New Types Easy. Washer 


A nickel-plated solid copper tub that 
is enclosed in Duco-finished, heat-retain- 
ing steel shields features the new 
wringer-type Easy Washer. It has an 
eight-pound washing capacity and em- 
ploys the agitator principle of washing. 








The machine is made to sell at an un- 
usually low price. Syracuse Washing 
Machine Co., Syracuse, N. Y. 


An Electric Milk Warmer 


The new milk bottle warmer is one 
of the latest Empire electrical appli- 
ances. This new utensil gives mothers 
a quick, handy, highly sanitary method 
of warming the baby’s milk to the right 





temperature for feeding. All that’s nec- 
essary is to set the milk bottle (any 
standard size) into the container partly 
filled with water and snap the switch. 
The milk never leaves the bottle until 
ready for feeding. 

The milk bottle warmer is highly pol- 
ished aluminum—attractively designed 
with ebonized handle. Made by the 
oa Ware Corporation, Two Rivers, 

1S. 


Two Hotpoint Hotplates 


Two new Hotpoint hotplates are now 
available to dealers. The No. D50 is 
a sturdy and useful product and will 
perform many everyday cooking opera- 
tions. It has open coil unit 6 in. in 





diameter, heats quickly, and has two 
single heat reversible heat switches. 
This item has polished nickel legs and 
operates on 110 and 120 volt current. 

The No. D51 hotplate is of pressed 
steel construction and is finished in 
white vitreous enamel. It has two coil 
units and the switches are three-heat 
interconnecting, reversible. Cord and 
plug are attached. Edison Electric Ap- 
pliance Co., Inc., 5600 West Taylor 
Street, Chicago, III. 


Four New Zenith Models 


Four new Zenith console model re- 
ceiving sets are now on the market. 
They all have the Zenith automatic 
tuning, screen-grid chassis and nine 
tubes with rectification. 





Model No. 52, which is illustrated, 
has an electrically lighted translucent 
dial, a 12-in. electro dynamic type 
speaker, and a handsome cabinet of a 
variety of matched woods. 

Zenith Radio Corp., Chicago, III. 


A Most Useful Appliance 


A very useful item is now being pro- 
duced in the form of a combination 
waffle iron, griddle and sandwich toast- 
er. It can also be used as a hotplate 
for all kinds of light toasting. 





Removable aluminum cooking plates 
are grids on one side and smooth on 
the other. It has a nickel-plated base 
and cover with aluminum cooking 
plates. The cook plate is 8 in. in di- 
ameter. This item operates on 600 
watts and is equipped with 6 ft. of 
heater cord. Manufactured and indi- 
vidually packed by Landers, Frary & 
Clark, New Britain, Conn. 




















H ARDWARE 


Lady Dover Automatic Iron 


With 20 years’ experience in the 
making and manufacturing of auto- 
matic irons as a background, the Dover 
Mfg. Co., Dover, Ohio, has placed on 


the market the new Lady Dover Auto- 
matic Electric Iron. 


AGE a for SEPTEMBER I2 


ment for any reason ever burn out, 
dealers are authorized to make free re- 
placement of the entire heating unit. 
An insurance policy packed with every 
Dover product covers this feature. 





Vest Pocket Eveready Light 


A vest pocket Eveready flashlight, com- 
plete with a replacable battery and bulb is 
now being produced by the National Car- 
bon Co., 41 East 42nd St., New York City. 
This midget flashlight is neither a toy nor 


bee... 


Three Copeland Refrigerators 


There are three new model electrical 
refrigerators now on the market which 
have many advantageous features. The 
new models are 55% in. high, 24% in. 
wide, and have a depth of 22% in. 
They have approximately 5% cu. ft. 
of storage space and nearly 9 sq. ft. 
of shelf room. 





























The automatic principle of the new 
Lady Dover is identically the same as 
that used in the Dover “Abesto.” The 
Lady Dover Automatic is a prototype 
of the. original Lady Dover, but in 
addition possesses a simple yet scien- 
tific automatic feature. The dial con- 
trol is on the hood and shows names 
of ironing materials, while the arrow 
on the dial pointed to any one of them 
automatically gives the correct ironing 
temperature for that material “at a 
touch of the finger,” and will hold any 
temperature between 300 and 600 deg. 
Fahr. indefinitely. 

Like every other Dover product, Lady 
Dover has the Vea No-Burn-Out heat- 
ing element. Should the eilies ele- 


exhausted. 


colored finish. 








must it be thrown away when its battery is 


Another feature of this flashlight is its 
The product can be secured 
in Scotch grained red, blue green or black. 
It is designed to sell at a low price. 











Confidence in Phampion 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 





140 Maple St., DanVers 
Mass. 
“Licensed under the General Elec- 


tric Company’s Incandescent Lamp 
Patents.” 


top in 


We will be glad to help you 
with your sales problems. 

















239 W. 39th Se, 
New York City 


Hardware Age, 











Electrical Goods Section 

















é 





Gccecccccce 











Each model is equipped with a single 
and a double-depth tray, freezing 21 
and 42 cubes respectively. Hardware 
is of polished nickel. Condensing unit 
is set upon a newly developed rubber 
mounting, and the machine compart- 
ment is insulated with celotex, making 
for quiet operation. Copeland Prod- 
ucts, Inc., Detroit, Mich. 


Newt. » 


A brand-new product bearing this name 
that has meant so much in the radio field. 

. Ray-O-Vac Radio Tubes! Every 
type, for every set-—and backed by Ray- 
O-Vac reputation. Ask your jobber. 


RAY-O-VAC 
RADIO TUBES 




























| DESTINED to LEAD 
all WASHERS in its class | 


Never before i 
such QUALITY at a MODERATE PRICE 


APPLICATIONS for DEALERSHIP should be made promptly | 
to ? Co aca CO., 100 West Monroe Bldg., Chicago, Ill. | 


frederick 


A Se min ell 
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The Most Complete Line 
on the Market 




















TAINTOR POSITIVE SAW SETS 





have Set the Standard for a Quarter Century. Three 
styles: No. 7, No. 7% (Double Plunger) and No. 27 
(New, Natural Grip Set). 

Send for free Book: “Care of Saws.” 


Taintor Mfg. Co., 113 Chambers St., New York City 















Every Home Needs 


DECORATIVE 
Moore Push- Pins 
“To Fasten Up Things” 


3 Sizes—6 Colors 

Gilt Decorations 
Style “W” Assortment contains 48 
10c Blocks. Attractive Discounts. 


MOORE PUSH-PIN CO. 
Wayne Junction, Philadelphia 














PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
dect to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 

The SPRING Does It 
Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing 
Jobbers of the country. 
Samples and prices on re- 
quest. 


The Paine Company 





Chicago, Ill. 
79 Barclay St., New York, N. Y. 


2951 Carroll Ave., 











Osborne High Grade Punches 


Arch Punches 
Revolving Punches 


A varied and attractive {ine for the Hardware Trade. Also: 


Belt Punches 
Spring Punches 


feather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ls. 

The above tools will piease your customers, as well as our 
famous Round and Ovai Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We etand back of every tool we make. Try us. 


Write for Catalog. 


Cc. 8. OSBORNE & CO., NEWARK, 'N. J 
ESTABLISHED 1826 














Light as a feather | 
for line work, 
this popular, easy 
reading level is al- 
ways in demand. 





Starrett 
No. 108 
Aluminum 
Line Level 








I'S CUSHION TIRE 


STORE LADDERS 


a perfect shelf service for any 


ANNA 
i} 

\t 
nit 
yy 
































line of merchandise. Deep tread steps, 














Tl 
LOM 
I 
i 


Ss atm ge Me spaced, with convenient full 
= Soy, length handholds on both sides of 
4 ladder permit mounting or descending 
—_ ease. Both hands free to remove 
or replace stock without danger of fall- 
Ing. Cushioned Tired Trolley and Truck Wheels elim- 
4x4 vibration. Erection as simple 
as Cc. ize «small yen Make top shelves 
Safely available for stock E pasesess One style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in ‘use. Circular on request. 


mE FLE.MYVYERS & BRO.co. 
ASHLAND, OHIO. 















PUMPS-WATER SYSTEMS-HAY TOOLS -DOOR HANGERS 








a Se 








ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 
Zome of the Worlds Finest Steel 


A A A 
Sponsored by 
JoHANESON, WALES 
& SPARRE, INC. 
Im porters 
162 Chambers St., 


ant York City 
I: BARelay 0844 
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CORBIN 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warehouses—New York, Chicago, Philadelphis 
Western Factory—Dayton, Ohio 




















Simplex 
Screw Jacks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 
im plex Lever Jacks, | 


Create Sales Appeal . 


Templeton, Kenly & Co. and Teench Braces | 


EST.189 have been famous 


Chicago, Ill.,U.S.A. far Yoars 








Robertson “Horseshoe Magnet” Hammer 








THE HAMMER 
HOLDS 
THE TACK 


i —} 














The best permanent magnet hammer on the market. 
A PRACTICAL, AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 
Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 


Sole Manufacturer 


596 Atlantic Ave., Boston, Mass. 











PEERLESS HANDCUFF ACCESSORIES 














Above article is for use in transporting prisoners One pair of Peerless 
handcuffs having a five foot chain attached to connecting links of the 
handcuffs and three inch ring on opposite end of chain 

Why not stock these accessories and be ready for the demand? 

Write us for descriptive folder and prices. 


PEERLESS HANDCUFF COMPANY 
Springfield, Mass. 























For Every 
Carpenter’s Tool Box 





FORSTNER 


Labor Saving 


AUGER BIT 


Bores any arc of a circle 



















No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. 


Combines many tools in one. Does the work 
of a chisel, gouge, scroll-saw or lathe. 


The Forstner Auger Bit is guided by its 
circular rim instead of ‘its center, conse- . 
quently it will bore any arc of a circle, and 

can be guided in any direction regardless 

of grain or knots, leaving a true, polished 
surface. 


Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Sold singly or in convenient sets. Good 
profit. 


Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 
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Classified Opportunities 












Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 




















Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Opportunity Exchange Section : se peaaream tenet =n nsonnt en 50% off rates quoted 
gd ade digdaperlak dy 00 Address your advertisements and replies to 
Bet one, & re of & lines... her Bantwace 20. Coneeened, Suge. 
Each addition OD con ebaens a . . 1 nities, es » New 
al 1 Capitals Mini og, gga Discounts for Classified Advertising York City 
h additional line............ 40 4 insertions, 10% off; 8 insertions, 15% Hazpwars Acs is published each Thursday. 
Average 10 words to a line off Forms close Nine Days previous to date ef 
Allow One Line for Keyed Address Remittance Must Accompany Order publication 





Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 








BUSINESS OPPORTUNITIES 


HELP WANTED 











FOR SALE 


Wholesale hardware business in Pennsylvania. Has active 
stock, no indebtedness, making good profit, serves good 
territory, fine chance for expansion. Owner has other 
interests demanding full attention. Address Box I-499, 
care of Harpware Ace, New York City. 











WANTED men calling on and familiar with Hardware, Building and 
Contracting trade throughout the country, to sell the Coy government ap- 
proved apartment mail box as a side line. Commission. Large returns 
possible. Address Box 7341-A, care of HAarpware AGE, 1507 Otis Build- 


ing, Chicago, IIl. 





WANTED—Wholesale Distributor in the Middle West has an excep- 
tional offer to a hardware buyer and merchandiser who is capable, a 
and experienced in the general line of hardware and sporting go 
dress Box I-512, care of Harpware Ace, New York. 








FOR RENT — CHICAGO. LARGE, WELL LIGHTED STORE, 
SHERIDAN ROAD, NEAR ELEVATED. NO COMPETITION IN 
HARDWARE AND JANITOR SUPPLY ry IN SEVERAL 
BLOCKS. ATTRACTIVE RENTAL. DECORATE TO SUIT. AD- 
DRIGRGD ALE. 7342-A, CARE OF HARDWARE ANGE. OTIS BUILDING, 
C 





RARE OPPORTUNITY—Desiring to retire from active business will 
sell highly prosperous and profitable business, long established and doing 
$165,000 a year retail. Can easily be increased to quarter of a million, 
stock in excellent clean condition, embraces hardware, housewares, paints. 
etc. This is a remarkable and unusual opportunity for some one with at 
least $50,000 in = or its equivalent. Address Box I-496, care of Harp- 
warE AGE, New York. 





FOR SALE RETAIL HARDWARE STORE-—Located in the heart of 
the flourishing Chicago Steel District. Long Lease. Low rent. Clean 
stock. Good business. Price is right. Terms to suit. Stock and fixtures 
will inventory about $35000.00. EXCEPTIONAL OPPORTUNITY FOR 
A HARDWARE MAN IN THE BEST TOWN IN THE MIDDLE 
WEST. Address Box I-509, care of Harpware AGE, New York. 





FOR SALE—Paint, Hardware and Housefurnishing Store in best lo- 
cation in Baldwin, Long Island, New York. Modern Heller fixtures and 
clean stock. Address Box 1-484, care of HArpware Acz, New York. 


POSITIONS WANTED 
. 4 
HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 








MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 


4 oS 








HELP WANTED 








Builders’ Hardware 


Large eastern manufacturer of builders’ hard- 
ware has attractive opening in South. Applicant 
must have thorough experience in contract work, 
stock selling and trade development. Preferably 
he should have acquaintance with southern 
trade. Give age and experience in detail. Ad- 
dress Box [-524, care of HAarpware Acre, New 
York City. 














SALES MANAGER 


NOW AVAILABLE ON ACCOUNT OF CONSOLIDATION. 
NATIONALLY KNOWN FOR OVER FIFTEEN YEARS. ENDORSED 
BY LEADING HARDWARE AUTHORITIES. SUCCESSFUL SALES 
RECORD IN ALL BRANCHES. KNOWS CREDITS AND COL- 
LECTIONS. 

ADDRESS BOX 1-485, CARE OF HARDWARE AGE—NEW YORK. 











High Class Salesman 


knows nail and wire carlot buyers. Metropolitan Area. 
Would consider connection with reputable Manufacturer. 
Several years’ experience; Best References Can Produce. 
Results. Address Box 1-505, Care of Hardware Age, New 
York. 




















OFFICE MAN, to check credits, supervise collections, edit invoices, 
etc. Must be experienced in hardware manufacturing business; excellent 
opportunity for advancement. Address Box I-521, care of HarpDWArE 
AcE, New York. 





SALES MANAGER—Experienced hardware man of proven ability to 
manage sales in an established wholesale hardware house submitting refer- 
ences. Address Box 1-525, care of Harpwarr Ace, New York. 





HARDWARE MAN, age 41, thoroughly experienced in Hardware 
Paint Line having disposed of his own established retail trade wishes to 
connect with reliable concern as executive or salesman. Thoroughly ac- 
quainted in Long Island. Address Box I-527, care of HARDWARE AGE, 


New York. 





BUYER, experienced in both Hardware and Mill Supply purchasing 
desires to make change. New York territory or in town within 25 miles. 
Will accept position as assistant buyer. Address Box I-528, care of Harp- 


warE AcE, New York. 
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Classified Opportunities 


POSITIONS WANTED | SALES REPRESENTATIVES WANTED 


EXPERIENCED HARDWARE MAN wants a position in the west in | 
wholesale or retail hardware. Capable of managing retail business, good 


worker and very reliable. Can furnish good reference, available at once. | WE NEED SALESMEN 


Address Box I-508, care of HArpware AcE, New York. } 




















Calling on the retail hardware trade to handle the fastest 
selling Christmas Tree Holders made as well as our entire 


SALES ACCOUNTS icteinshiniona line of specialties. Commission 15%. If willing to work 


for real results address Box 1-502, Care of HArRpwareE AGE. 
REPRESENTATIVE—Thoroughly acquainted with ES ony and dealer | New York. 
trade and specializing in builders’ hardware wishes several additional 
lines. Located in Philadelphia and _ covering considerable territory. 
Twenty years selling experience. Address Box 1-526, care of HARDWARE 
AcE, New York. 
































Manufacturer of well established line of Lawn Mowers wants Manu- 
facturers Agency or Salesmen on Commission basis, calling regularly on 
| retail and wholesale dealers in all or any part of Mississippi, Alabama, 
SALES REPRESENTATIVES WANTED ; Georgia, N. and S. Carolina, and Florida. Write, stating territory cov- 

ered, experience and give references. Address Box I-497, care of Harp- 
ETS Sy WARE AGE, New York. 











SALESMAN | (ROPE SALESMEN WANTED in all territories—100 per cent pure 


a 17c, Ros hasis. Fast selling side line, five per cent commis- 
must be one who has sold a high-grade article on quality sion. UNITED FIBRE COMPANY, 82 South Street, New York City 
and not price. Must be familiar with hardware jobbing (Foot of Wall St., and East River). 

trade in Central West and capable of approaching and Sa a ee ae ee ee eee aE EB Toe 
making a favorable impression on the highest class of | 
































trade and largest buyers. Address Box I-507, care of | COMMISSION SALESMAN in each St: ate calling on Hardware and 
Hardware Age, New York. House Furnishing trade to sell ‘Skyscraper’? Rubbish Burners. Eastern 
Q | Nail Company, Sole Distributors, 176 Union Avenue, Providence, R. 1. 
| 
Sie ee rN. | 
SALES AGENCY wanted to call upon Hardware and Drug Jobbing | WANTED—Wholesale Hardware Distributor in the Middle West has 
trade with line of English safety razor blades that fit Gillette razors. | open a very desirable territory in Wisconsin. Address Box I-511, care of 


Exclusive territory. Write stating territory covered, experience, and refer- 


HaArpWARE AGE, New York. 
ences. Address Box I-522, care of HARDWARE AGE, New York. | 4 
| 














COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace. New York Lity. 


LARGE importing firm in New York wants connection with Salesman 
to carry various lines of high grade and very competitive hardware. 
Answer to Box 1-523, care of Harpware AGE, New York. 








“IVES” Patent Ventilating Lock 


STRATTON?! 


GOOD 
For Small Tools, 
Duelo Beet | WOOD 


PAR cal Goods, Etc. 
Beameling both | LAND 
ee Menafoctarers of a. Window baked, and air LES 


“Quality Hardware Since 1876” dried. Plain, or Enameled 
Window and Door Specialties i IN COLORS 


Tue H. B. Ives Co. 
New Haven, Conn., U.S. A. Stratton Mfg. Co., Stratton, Maine 




















rere 


ER I Te 


Known and Trusted ig 
for their unfailing 


accuracy— SAMSON CORDAGE WORKS 
IBS 


BOSTON, MASS. 


Nate) s OOO). 9D) 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 


There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


BROWN & SHARPE 
Mele) A 


‘‘World's Standard of Accuracy’ 


Send for catalogue, samples and selling information 
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THE ADVERTISERS INDEX its published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors 


or failure to insert. 


care will be taken to index correctly. 





Acme Shear Co 
Acme White 
Addison-Leslie 
Aero Model 
Co. 


Alabastine 


Alexander 


Allegro, Co., 
Allen, S. B., 
Alliance Mfg. 
Allith-Prouty 
Almo Trading 


Altorfer Bros. 


Aluminum 


American Chain 
American Flyer 
American Fork 
American Gas Machine 
American Handle 
American National 


American Nut 


Co. 


American Ring 
American Saw 
American Screw 
American Sheet & 
American Stainless 
American Steel 


American Telephone 


Co. 


Anti-Borax 


Arcade Mfg. me 
Armstrong Bros. Tool Co 


Armstrong Electric & Mfg 


Armstrong 
Art Metal 
Atkins & C 


Atlas Ansonia 


Atlas Tack 


Atomister Corp. 
Auto Vehical 


Autoberth Co. 


Automotive 


Babcock Co., The W. 
Badger Rubbe: 
Baeder-Adamson 
Bakelite Corp. 

Daker-Mc Millen 
Banks Steel 
Barney & Berry, Inc 


Bassick Co. 


Beh & Co., 


Beisser Key 


Bemis & Call 


Bergman Tool & Mfg. 


Bernz Co., 


Bethlehem Steel 


Birtman Electric 


Bissell Carpet Sweeper Co Crown Cork & Seal Co.. 


Blaisdell Pencil Co 


Dazey Churn & Mfg. Co 


Bridgeport Chain & Mfg. 
Bridgeport Hardware Mfg. 
Bridgeport Screw Co 


Brown & Sharpe Mfg. Co...... 
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“TWISTAR” Drills | 


Trade Mark 


There with the Twist 
and the Proper Steel 


Examine the peculiar twist you find in 
“T WISTA R” Drills. Test the bit- 
ing ability of their Special Alloy DROP 
FORGED Steel. The twist is the best 
there is—the steel is 


KILBORN STEEL 


which also is the best—the toughest drill 
steel made. With that twist, 
“T WIS TA R” Drills clear away their 
chips better than other Star Drills can. 
And with that steel there’s no stopping 
them when they start. 

Your customers want “T WIS T A R” 
Drills. Made in thirteen sizes: 14” x 12” 
to 1” x 24”. We originated them and 
know how to make them. 


*©Green Line’’ Tools 
include Cold Chisels, Punches, Box 
Hooks, Drills, Screw Drivers and many 
other tools required for heavy duty and 
fine work. 
Write for Complete Catalog. 

THE KILBORN & BISHOP CO. 
196 Chapel St., New Haven, Conn. 


Manufacturers of the 


“GREEN LINE” TOOLS 


Reg. U. S. Pat. Office 
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If you are one of the for- 
tunate dealers who have a 


PNALL 
SIZES 





If your Jebber 
cannot supply 
you—write 

us direct. 


We also make all 

grades of Sliding 

Casters, Pin 

Slides, Felt Slides, 
etc. 















DOMES of SILENCE Dis- 
play Cabinet, keep it on 
your counter working for 
you. It pays good divi- 
dends on the small 
space it occupies. 
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Rugged 
Strength 
and the 
Speed of the Wind Bred 
Into Each Lenox Cub! 


sharp-toothed parents 














Generations of swift, raw-boned, 
were the heritage of every wolf whelp—qualities bred into 
every cub that ran with the famous Lenox pack. 

The years of manufacturing experience—the result of 
countless tests—the constant improvement in materials and 
manufacturing processes form the background of every 
Lenox hack saw blade. 

Attractively packaged—well advertised—backed by a sales 
plan that guarantees their introduction and steady sale— 
Lenox blades are priced for a Quick turn and generous 
dealer profit. 


“The Tools in the Plaid Box” 


AMERICAN SAW & MFG. CO. 
SPRINGFIELD, MASS. 
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Cloth 


Every roll of Superior 
Brand Hardware 
Cloth will be found 
true to hardware 
cloth standards 


Smooth, round, stand- 
ard size wire, woven 
evenly and _heavily 
galvanized. You can 
sell Superior Brand 
Hardware Cloth with 
the assurance that 
every roll is made 
from standard size 
wire. 


Free from bags or 
bulges. Straight sel- 
vage. Heavily galva- 
nized. 


G. F. Wright 
Steel & Wire Co. 


Worcester 
Mass. 
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i | Standard Sizes—Super Per- > Raised front tie-rod. Will cut 
formance—Popular Price. high grass. 


2 Ball Bearings—Quality Built Re Hard Maple Handle and 
—No Springs. roller. 


»> Ten Inch Wheels — Tool wf Easy Running—low cutting 
Steel Reel and Lower Blades. —a wonderful Performer. 


Aq Simple Screw Cup Bearing @& Srring covered oilers—con- 
Adjustment. veniently located. 


te AF TE Ta RE SRO ES @p Handsome appearance and 
a LS AE Se ol it RE TE RR finish — The outstanding 
Mower value of the year. 


The latest addition to the Eclipse 
line has gone over with a “bang.” 
Hardware Merchants are enthusi- 
astic—many new ones are taking 
on the exclusive Eclipse franchise. 
For with the Midwest, the Eclipse 
line is complete—you can now secure DIRECT FROM ONE RESPONSIBLE MANUFAC- 
TURER a line of Mowers to meet and beat any competition. In the line is a Mower to suit any 
purse—and to do any mowing job better and easier. 


Larger Mower profits—the result of more Mower business, will be yours with the Eclipse 
line for 1930. Write or wire for details of the franchise. 


ECEIPSE MACHINE COMPANY 


Dept. H. A. Prophetstown, Hilimois 








No. 2770 
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ake your Ligh 


The Selling Cost ‘of 
W eather Strip Under the Back Stairs is High,— 
While Bosley’s “Bomeco” on"¥our.Counter Sells Itself 


HERE are dealers who stock 

weather strip under the stairs, 
in the basement, or in any well 
hidden place—then loudly claim 
it is a slow seller. “We have no 
call for it,” is their cry. 


Do you, friend dealer, have 
much call for haircuts and shaves? 
No. But put a barber pole out 
front and you will. If you want to 
stick to the hardware 
business omit the bar- 
ber pole and display 
Bosley’s Weather 
Strip—in your win- 
dow, on your counter, 
right out where cus- 
tomers can see it. 


SHA 


SOV YH yy Nyy 


customers tells us, is /ower than 
that of any other item in the store 
because, properly displayed, :f 
sells itself. 

We are only too glad to furnish 
you with a window display ad- 
hesive which can be attached to 
your front door pane and, having 
caught the prospect’s eye—then by 
a display of Weather Strip on a 

table, cabinet or 
counter, or a reel of 
commercial gasket, or 
a box of “Bomeco” in 
the window, you can 
double and multiply 
your sales. 


Let your Jobber’s 
salesman explain your 








Ponder a moment 


margin of profit on a 





on this: The selling 
cost on Bosley’s 
“Bomeco” Weather 
Strip, one of our good 


door without 


THE D. W. BOSLEY CO., 





Trade 


Weath 


A coil of ‘‘Bomeco’”’ may 
be reduced to the size of 
a dollar without the 
hemmed edge cracking. It 
may be pulled out when 
attaching to the side of a 
i “bowing.” 


100 ft. coil of “Bom- 
eco”. Have him show 
you the many other 
Bosley types. 


CHICAGO, ILL. 
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